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Sound  Bites 

Lockheed  Martin’s  relationship  with 
CIO  Communications  is  an  essential 
ingredient  in  the  success  of  our 
marketing  plan,  which  focuses  on 
reaching  the  top  decision  makers, 
namely  IT  executives.  They’re  the 
ones  who  set  the  overall  direction 
and  long-range,  strategic  plans  ... 

Our  key  marketing  message  is 
that  we  provide  fully-integrated, 
large-scale  IT  solutions  that  change 
the  way  people  do  business.  Adver¬ 
tising  in  CIO  and  participating  in 
CIO  Perspectives  conferences  lets 
us  deliver  this  strategic  message 
to  a  high-level  audience  ... 

The  real  value  of  partnering  with 
CIO  as  both  an  advertiser  and  con¬ 
ference  host  is  the  ability  to  lever¬ 
age  the  combination  of  informal 
networking,  concurrent  session 
participation,  demonstrating  and 
conveying  our  corporate  philosophy 
to  the  same  target  audience  using 
a  variety  of  media. 

Walt  Wilson 
Vice-President,  Marketing 
Lockheed  Martin 


CIOs’ 

STAYING 

POWER 

Be  sure  to  take  your  market¬ 
ing  message  to  the  top  of  the 
IT  organization  because 
these  executives  are  in  there 
for  the  long  haul,  according 
to  important  new  research 
from  CIO  and  Human  Re¬ 
source  Executive  magazines. 

The  results  from  this 
survey  of  human-resource 
executives  at  500  large  U.S. 
companies  dash  the  miscon¬ 
ception  that  the  top  IT  post  is 
a  short-lived  career  stop. 

With  the  application  of 
technology  key  to  the  bot¬ 
tom-line,  CIOs  are  occupying 
the  executive  suite  for  a  me 
dian  stay  of  five  years.  In 
terms  of  longevity,  they’re 
quickly  catching  up  to  their 
counterparts  in  finance,  sales 
and  marketing  and  manufac¬ 
turing/  operations  -  and  out¬ 
pacing  their  colleagues  in  hu¬ 
man  resources. 
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CIO  Turnover  Myth 

“There’s  a  myth  of  CIO 
turnover  being  exceptional¬ 
ly  high,  and  that  myth  has 
been  unhealthy  for  IT  ex¬ 
ecs,”  says  Abbie  Lundberg, 
editor  of  CIO. 

40%  of  IT 
vice  presidents  and 
35%  of  IT  managers 
and  directors  have  been 
in  their  positions  for 
more  than  five  years. 

“These  results  prove  that  a 
CIO’s  job  tenure  is  not  unlike 
that  of  other  executives.” 


That’s  especially  true  when 
comparing  the  IT  chief’s 
longevity  with  other  execu¬ 
tives  in  the  same  company. 
In  71%  of  the  companies 
surveyed,  the  previous  IT 
chief  was  on  the  job  as  long 
if  not  longer  than  at  least 
one  of  his  or  her  functional 
peers.  So  much  for  myths. 

Honing  their  Expertise 

At  many  companies,  the  title 
‘CIO’  is  a  recent  addition  to 
the  executive  roster.  But 
the  survey  results  imply  that 
technology  executives  are 
promoted  into  the  CIO  role 
after  honing  their  technolo¬ 
gy  and  business  expertise  as 
managers  and  directors. 

Continued  on  page  3 
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Tips  For  Reaching  CIOs 

With  CIOs  now  well  established  in  the  executive  inner  cir¬ 
cle,  it’s  more  critical  than  ever  that  your  company’s  market¬ 
ing  message  reaches  them. 

How  do  you  build  relationships  with  an  audience  that 
has  plenty  of  buying  clout  but  little  time  to  hear  your  mes¬ 
sage?  It’s  important  to  understand  their  job  challenges  (see 
chart  below)  and  then  craft  both  a  short-  and  long-term 
marketing  approach  that  helps  CIOs  meet  those  challenges. 

You  might  only  get  five  minutes  with  the  IT  chief,  but 
you  can  take  steps  to  make  every  minute  count. 

Marketing  guru  Jim  Sterne,  president  of  Target  Mar¬ 
keting  of  Santa  Barbara,  recommends  the  following  tips  for 
success: 

1.  CREATE  DIFFERENT  LEVELS  OF  MESSAGES. 

Sound  simple?  It’s  not.  The  explosive  growth  in  the  size  of 
IT  departments  has  opened  up  diverse  staffing  specialties, 
with  the  CIO  at  the  top.  High-tech  marketers  need  to  mas¬ 
ter  the  protocols  of  communicating  with  all  of  them.  For  ex¬ 
ample,  while  the  head  of  network  services  will  eagerly  pe¬ 
ruse  the  data  sheets  on  your  product,  a  CIO  will  pass  them 
over,  says  Sterne.  Speak  to  CIOs  in  the  language  of  the 
boardroom,  says  Sterne:  “CIOs  want  to  hear  the  business 
benefits  of  a  new  technology  explained  in  as  few  words  as 
possible.” 

2.  BE  A  CREDIBLE  SOURCE  OF  INFORMATION. 

Get  to  know  the  CIO’s  vision  and  goals  for  the  organiza¬ 
tion  and  become  an  outside  resource.  ‘The  best  way  to 

win  the  heart 


CHALLENGES 


and  mind  of 
someone  in 
power  is  to  in¬ 
clude  in  every 
phone  call, 
email  or  fax  in¬ 
formation  that’s 
immediately 
useful  to  them 
in  furthering 
their  goals  or 
their  career,” 
says  Sterne. 

“Fire  off  a  message  and  say  ‘I  thought  you  might  find  this 
interesting.’  Then  follow  with  a  lunch  invitation.  Put  your¬ 
self  in  the  position  of  being  a  helper.” 

3.  PAY  ATTENTION  TO  THE  CIO  AS  AN  INDIVIDUAL. 

“There  are  a  finite  number  of  CIOs,  so  it  pays  to  treat  them 
as  individuals,”  advises  Sterne.  “Know  your  audience: 
they’re  bright,  they  have  too  much  on  their  plate,  they’re 
aware  of  the  trends,  and  they  want  solutions.”  * 


1.  Keeping  up  with  the  latest  in  technology 

2.  Scheduling  time  for  strategy  planning 

3.  Managing  user  requirements 

4.  Identifying  business  needs  and  setting  priorities 

5.  Funding/justifying  spending 

6.  Managing  and  motivating  personnel 

7.  Managing  expectations  of  users/top  management 

8.  Lack  of  time  and  resources 

9.  Politics 

10.  Communicating/implementing  new  technologies 
to  staff  &  associates 

CIO  Magazine  Editorial  Survey 


Q  &  A  WITH  LISA  BROWN 


According  to  the  most  recent  CIO 
Magazine  Editorial  Survey,  the 
number  one  priority  that  CIOs 
face  is  keeping  up  with  the  latest 
technology. 

We  recently  asked  Richard 
Amari,  VP  of  Information  Sys¬ 
tems  at  Victoria's  Secret,  to  give 
us  a  sense  of  how  CIOs  stay  on 
top  of  all  of  the  new  technologies. 


Brown 


How  does  your  or¬ 
ganization  evalu¬ 
ate  hot  new  technologies  for 
your  organization? 


Amari 


The  IT  organiza¬ 
tion  has  formed  a 
technology  team  which  I 
oversee.  The  group  re¬ 
searches  and  evaluates 
emerging  technologies  to  un¬ 
derstand  their  potential  and 
how  they  can  be  applied  to 
achieve  critical  business  ini¬ 
tiatives  for  the  next  12 
months.  The  team  then 
makes  recommendations  to 
executive  management. 


Brown 


What  resources 
do  you  use  to 


gather  information? 


Amari 


One  of  the  most 
credible  sources 
are  magazines.  I’ll  actually 
pick  up  the  phone  and  call 
the  person  who  wrote  the  ar¬ 
ticle  or  the  person  who  was 
quoted  in  the  article.  I  do  a 
lot  of  clipping  and  routing;  if 
there  is  an  article  of  interest, 
I  want  executive  manage¬ 
ment  to  be  on  the  same 
wavelength  so  they  can  un¬ 
derstand  the  business  value 
and  implications  of  a  hot  new 
product. 

We  regularly  use  the  Inter¬ 
net  and  Web  to  find  as  much 
information  as  possible  on  a 
company  or  product.  And 
participating  in  online  dis¬ 
cussion  forums  gives  us  a 
sense  of  what  challenges  our 
peers  are  facing.  The  team 
also  attends  seminars,  as 
well  as  vendor  and  industry 
conferences. 


Brown 


In  what  ways  are 
conferences  par¬ 


ticularly  helpful? 


Amari 


I  regularly  attend 
executive  man¬ 
agement  conferences  like 
CIO  Perspectives ;  it’s  a  great 
networking  opportunity  and 
learning  experience.  Small, 
focused  conferences  give  us 
the  opportunity  to  form 
close  relationships  with  our 
vendors  and  partners,  which 
in  turn  helps  us  keep  up  with 
emerging  technologies.  * 


THE  MAGAZINE  FOR  INFORMATION  E 
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The  other  is  information.  Because  no  trade  would 
ever  be  made  without  it.  And  helping  clients  manage 
information— not  just  process  it— is  what  Unisys  does 
best.  That’s  why  Unisys  solutions  are  trusted  for  the  most 
demanding  jobs— like  trading  over  800  million  shares  in  a 


single  day.  Unisys  systems  support  500  transactions  a  sec¬ 
ond,  transmitting  details  to  over  3,000  workstations.  And 
Unisys  is  behind  everything  from  managing  a  quotation 
database  to  maintaining  the  world's  first  "electronic  trading 
floor."  It's  all  part  of  information  management— our  way  of 


helping  you  use  information  as  an  asset  to  gain  competitive 
advantage.  Call  for  details  and  learn  what  clients  like  The 
Nasdaq  Stock  Market  learned.  When  it  takes  information  to 
run  your  business,  it  takes  Unisys  to  help  you  run  it  better. 
http://www.unisys.com  or  1-800-874-8647,  ext.  222 


UNiSYS 

When  information  is  everything. 


I 


Imagine  what  it  would  be  like  to  actually  “fly"  through  your  enterprr 
To  be  able  to  find  and  even  fix  problems  wherever  they  occur — 
without  ever  leaving  your  desk. 

Sound  incredible?  It  is.  It’s  just  one  of  many  unique  and  innova 
tive  features  of  the  new  CA-Unicenter  TNG. 

CA-Unicenter  TNG  is  the  first  open  and  independent  software 
solution  that  covers  all  of  your  existing  systems,  networks, 
databases  and  applications.  All  your  hardware.  All  your  software. 
All  your  IT  resources. 

CA-Unicenter  TNG  makes  it  easy.  With  innovative  Business 
Process  Views  that  let  you  view  IT  resources  from  a  business 
perspective.  It’s  the  best  way  to  transform  IT  information  into 
intelligence. 


Now,  you  can  actually  “fly''  through  your  enterprise 
and  fix  problems  without  ever  leaving  your  desk. 
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INTRODUCTION 

A  New  Value  Equation 

This  year’s  KVA  recipients  possess  the  key  elements  to  develop 
successful  systems. 

ROUNDTABLE 

ValueJudgments 


In  Every  Issue 

IN  BOX  12 


Letter  from  the  editor ; 

reader  feedback,  how  to  reach  us 


18/  Publisher's  Note 


A  panel  of  IS  cognoscenti  discusses  IT  systems  and  the 
businesses  they  support.  By  Christopher  Koch 


TRENDLINES  20 


MACGREGOR  MEDICAL 

A  Cure  for  Broken  Records 

This  I TMO  discovered  that  taking  good  care  of  its 
patients  can  also  he  good  for  the  bottom  line. 

By  Alice  Dragoon 


FIDELITY  INVESTMENTS 

Semper  Fidelity 

A  client/server  system  that  provides  up-to-the- 
minute  financial  information  means  peace  of 
mind  for  customers  and  a  competitive 
advantage  for  this  investment  firm. 

By  Jennifer  Bresnahan 


BELL  ATLANTIC 

A  Good  Connection 

This  telecommunications 
provider  improves  communi¬ 
cation  and  profits  by  cutting 
the  static  between  salespeople 
and  customers.  By  Tom  Lield 


20/  Look,  Ma!  No  Hands  Automated  highway 

system 

26/ Book  Round-Up  Managing 
corporate  investments 

28/ Big  Pipe  Dream 

Dedicated  Internet 

PLUS /  Audio  technology  discovery, 
telecommuting  takes  off  in  Atlanta 
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Products  and  services  from  CIO 
Communications  Inc. 

■  Surveys  Executive  Tenure, 
Executive  Compensation,  Manag¬ 
ing  IT  Standards 

■  Next  CIO  Conference ‘Leading 

the  Charge  in  Turbulent 
Environments,”  Sheraton 
San  Diego  Hotel  Marina, 
San  Diego,  March  23-26, 
1997 
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http://www.cio.com 


Client/Server, 
Cross-Platform 
Group  Scheduling 
for  Mission-Critical 
Environments 


Time& 

People. 

To  manage  time  and  people  efficiently,  m  fit  the  demands  of  your  growing  organization. 

you  need  an  enterprise  group  scheduling  Whether  you  have  Windows,  WinNT,  Win95, 
solution  that  provides  reliability  and  scalability.  PowerMac,  Macintosh,  OS/2,  UNIX  or  DOS, 
You  need  Meeting  Maker.  ■  Meeting  Maker's  Meeting  Maker  will  work  with  all  of  them, 
client/server  architecture  is  designed  to  work  in  ■  Help  your  people  manage  their  time  better 
mission  critical  environments  and  will  scale  to  with  Meeting  Maker. 


Meeting 

Maker* 


Call  (800)  754-5260 

for  your  free  "Strategic  Perspectives  on  Group  Scheduling"  Study 


www.on.com/mmxp/mmlhome.html 


Technology  on  technology  corporation  •  one  Cambridge  center  •  Cambridge,  ma  02142  usa  •  tel:  ( 6 1 7 )  374-1400  •  fax  ( 6 1 7 )  374-1433 


Will  you  need  to  issue  new 
stock  to  afford  them? 


Is  there  a  service  cen  ter  _ 

✓ '  fl 

in  your  time  zone? 


Pentium 

■  processor 


*ln  Canada,  call  1-800-387-3867.  ^Starting  U.S.  street  price  for  HP  Vectra  VE3.  Monitor  not  included.  The  Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation.  ©1996  Hewlett-Packard  Company  PPG431 


Just  How  Worried  Are 


You  About  Choosing 


the  Right  Business  PC? 


Picking  a  PC  for  your  company  raises  a  lot 


of  questions.  Questions  that  we  can  answer, 


lo  see  why  HP  PCs  make  good  business 


sense,  call  us  at  800-322-HPPC,  Ext.  1880 


Or  visit  http://www.hp.com/go/vectra 


mm 


ROM  $1110' 


Wha  t  if  the  PCs  need 
to  be  upgraded  as  you 
open  the  box? 


Will  they  quit  without 
giving  notice? 


Will  the  manufacturer  be 
around  in,  say,  a  month? 


What  HEWLETT 
%LHM  PACKARD 
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Inside  CIO 


Features,  continued 


Enterprise 
Value  Awards 
application 
follows 
Page  32. 


SCHLUMBERGER 

78  Net  Results 

In  1991,  building  a  worldwide  corporate  network  based  on 
TCP/IP  struck  Schlumberger  as  a  wise  move.  Today,  the  net¬ 
work  helps  the  company’s  clients  strike  oil.  By  E.B.  Baatz 
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CHASE  MANHATTAN 


Banking  on  the  Relationship 


IS  helped  the  nation’s  largest  bank  develop  more  profitable 
relationships  with  its  small  and  midsize  business  customers. 
By  Tom  Field 


Columns 

METRIC  SYSTEMS 

Software  Economics  101 


Studying  the  world’s  software  development  trends  can  help 
CIOs  make  the  grade.  By  Howard  A.  Rubin 


META  VIEW 


cio.com 

http://www.cio.com 


VALUABLE  INFORMATION 

Looking  for  more  details  about  our 
Enterprise  Value  Awards?  We  offer  links  to 
past  winners’  Web  sites,  reports  from  the 
Enterprise  Value  Retreat  taking  place 
Feb.  2-5  and  the  particulars  on  how  to 
apply  for  next  year’s  awards. 
www.cio.  com/forums/E  VA.html 


GET  CONNECTED 

Visit  the  new  CIO  Connection,  a  general 
forum  about  life  on  the  front  lines  of  IT. 
Share  your  questions  and  answers,  trials 
and  triumphs  with  our  staff  and  your  peers. 
www. cio.com/forums/cio.html 


Adapt  or  Die 

To  value  IT  properly  requires  viewing  the  enterprise  as  an 
evolving  ecosystem.  By  Dale  Kutnick  and  Karen  Rubenstrunk 

EMERGING  TECHNOLOGY 


A  QUORUM  OF  FORUMS 

Three  recent  Online  Feature  Forums  are  con¬ 
tinuing  indefinitely  due  to  popular  demand. 
Find  out  what  people  are  saying  about 


32 


90 


Integrated  Messaging 

The  benefits  of  integrated  messaging  are 
compelling,  but  early  adopters  must 
consider  a  number  of  issues  before  making 
a  decision.  By  Curtis  F.  Franklin  Jr. 

■  Recordable  CDs  make  their  debut 

■  Data,  video  and  voice  integration; 
bandwidth  allocation  tool;  data  linking 


102 


■IDG 

INTERNATIONAL  DATA  GROUP 

Board  Chairman 

Patrick  J.  McGovern 

President 

KELLY  CONLIN 

Chief  Operating  Officer 

James  Casella 

Executive  Vice  President 

William  P.  Murphy 


these  issues: 


Electronic  Commerce 

( www. cio.com/forums/ec.btml) 


Year  2000  Date  Conversion 

( www. cio.com/forums/year2k.html) 


Webmaster's  Role 

(www.web-master.com/forums/ 
career.html) 


WORKING  SMART 


Texas  Department  of 
Human  Services 

,  As  a  result  of  going  electronic,  the  state  of 
Texas  and  the  federal  government  have 
saved  millions  of  dollars  and  taken  a  big 
bite  out  of  fraud.  By  Paula  Jacobs 


Microsoft  BackOffice 


a  diverse  selection  of 

servers 

united  by  a  single 

« raison  d’etre.» 

(That’s  French  for  “ Integrated 

design  philosophy”) 


The  new  Microsoft*  BackOffice’  is  a  different  approach 
to  server  software  solutions.  Not  just  a  shrink-wrapped 
product,  BackOffice  is  a  big,  wide  family  of  servers,  each 
designed  with  the  Internet  in  mind,  all  designed  to  work 
together.  This  means  you  can  choose  from  the  broad 
range  of  BackOffice  server  software  to  assemble  the  best 
solution  for  your  business—  one  that  augments  what  you 
already  use,  extends  your  organization  to  the  Internet  and 


remains  open  to  the  future.  And  because  all  the  BackOffice 
products  are  based  on  Microsoft  Windows  NT*  Server,  you 
know  they  will  work  independently  and  integrate  flawlessly. 
So  what  Microsoft  BackOffice  gives  you  is  more  than  a 
bunch  of  server  software  products  — it’s  a  comprehensive 
strategy  for  implementing  easv-to-use.  easv-to-manage 
server  solutions  across  your  entire  organization.  Or,  as  the 
French  would  say,  “Savoir-faire  is  everywhere.” 


Microsoft 

Where  do  you  want  to  go  today?”  www.microsoft.com/backoffice/ 


©1996  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Windows  NT  and  Where  do  you  want  to  go  today?  are  registered  trademarks  and  BackOffice  is  a  trademark  of  Microsoft  Corporation. 


YOU  NEED  ENCORE 
DATASHARE  TODAY. 

You  hear  it  every  day. 

I  need  the  Data.  I  need  it  NOW. 

You  need  data  from  mainframe  storage.  You  need  data  from  open 
systems  storage.  You  don’t  have  time  to  wait.  That’s  a  problem. 

You  don’t  want  to  hear  about  copy  time,  conversion  time, 
network  traffic  or  tape  speeds.  You  just  want  the  data.  And  you  want  it 
where  you  need  it.  Not  after  the  batch  window.  Not  after  a  copy  is  made. 

Not  after  it’s  moved.  NOW. 

That’s  why  you  need  Encore’s 
Universal  Storage  Processor  with  DataShare™ 
There’s  no  data  transport,  no  copies  made, 
no  tapes  to  mount  and  no  network  delays. 

Just  information:  now.  One  common  storage 
medium  makes  your  data  directly  accessible 
by  all  attached  platforms  —  mainframes,  open 
systems  and  network  servers  —  all  sharing  the  data  as  soon  as  it’s 
written.  Encore  DataShare  —  one  shared  copy  of  the  data,  where  you 
need  it,  when  you  need  it. 


*  Don’t  wait  for  the 

data.  DataShare  is  available 
now.  Call  Encore  at 
1-800-933-6267. 

.6267 


Data  On  Demand 


ENCORE 


COMPUTER  CORPORATION 

http://www.  encore,  com 


In  Box 

LETTER  FROM  THE  EDITOR,  READER  FEEDBACK  AND  HOW  TO  REACH  US 


Being  involved  in  the  Enterprise  Value  Awards  process  has  been  a  fascinating  experi¬ 
ence.  Discussions  with  the  business  and  IS  applicants,  the  process  team  members  and  the  judges  advanced 


my  own  thinking  on  how  people  can  create  value  through  the  use  of  IT.  With  so  many  different  perspectives 
represented,  one  thing  became  clear:  There  are  as  many  ideas  about  what  value  is,  what  technology  does 


(or  doesn’t) 


have  to  do  with  creating  it,  and  how  to  quantify  and  articulate  it  as  there  are  lines 

4 

of  code  in  an  enterprise. 

One  interesting  disconnect  occurred  over  the  issue  of  proving  value  to 
top  management.  The  editors  and  process  team  agreed  that  IS  executives 
were  wrestling  with  methods  not  just  for  determining  the  potential  value  of 
systems  projects  but  for  convincing  their  peers  and  bosses.  However,  when 
we  asked  our  panel  of  judges  how  they  sell  systems  to  top  management,  they 
seemed  almost  puzzled  by  the  question.  “That’s  really  not  an  issue,”  said  one 
judge.  “I  have  a  very  enlightened  CEO;  we  work  together  to  determine  value 
for  the  business.” 

For  most  of  C/O’ s  readers,  I’m  afraid,  such  a  partnership  is  a  distant  dream 
for  many  reasons.  Business  executives  should  include  the  CIO  in  business  plan¬ 
ning  and  keep  an  open  mind  to  ideas 


coming  from  IS,  but  the  CIO  has  to  understand  there  are  no  free 
rides,  and  there  are  few  second  chances.  The  first  opportunity 
you  get  to  prove  yourself,  you’d  better  make  it  pay. 

The  success  of  this  year’s  awards  process  is  due  in  large  part  to 
Rick  Swanborg,  managing  director  of  Tradewinds  Associates, 
who  led  our  process  team.  Rick  brought  together  an  outstanding 
group  of  people  to  gather  and  verify  the  data  on  the  applicants 
(see  Page  42).  He  also  encouraged  us  to  begin  exploring  whether 
the  applicants  have  established  their  own  internal  processes  to 
test  the  value  of  their  systems — a  question  that  we  hope  will  have 
its  own  value  for  the  applicants. 

I  have  one  sad  note  to  add.  This  is  the  last  issue  to  which 
Senior  Editor  E.B.  Baatz  will  contribute  as  a  member  of  our 
staff,  though  she  will  continue  to  write  our  Metric  Systems 
column.  We  wish  Elizabeth  the  best  of  luck  both  professionally 
and  personally. 


FROM  OUR  READERS 
ROLE  PLAY 

The  key  difference  between  the  CIO  role 
and  other  executive  roles  such  as  CFO  and 
human  resources  vice  president  [Special 
Report:  The  CIO  Career,  Nov.  1,  1996]  is 
that  the  latter  two  can  steer  clear  of  trouble 
by  maintaining  the  accounting  books  and 
cash  position  or  by  keeping  the  personnel 
policies/procedures  and  training  programs 
current,  respectively. 

If  the  business  is  not  generating  enough 
cash,  the  CFO  does  not  take  the  blame.  If 
employee  morale  is  down,  the  HR  VP  does 
not  get  saddled  with  responsibility.  Both  are 
considered  scorekeepers  and  staff  enablers 
for  the  CEO’s  direct  reports.  By  contrast, 
the  CIO  has  often  taken  on  the  account¬ 
ability  for  delivering  business  benefits  with 
their  technology.  Usually  the  troubles  that 
arise  are  caused  by  lack  of  line-management 
ownership  of  their  successful  business 
implementation. 

CIOs  need  to  master  the  process  of  proj¬ 
ect  management  to  deliver  their  initiatives 
on  time  and  on  budget  and  to  appropriate- 
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"Silicon  Graphics 
chose  and  implemented 
Oracle  Applications 
in  just  15  months" 

Ed  McCracken,  Chairman  and  Chief  Executive  Officer 

Silicon  Graphics,  Inc. 


Over  the  last  decade  Silicon  Graphics, 
the  leading  manufacturer  of  high-performance 
visual  and  enterprise  computing  systems, 
has  been  one  of  the  fastest  grow¬ 
ing  companies  in  the  world. 

They  needed  new  busi¬ 
ness  applications  with 
the  flexibility,  seal- 
ability  and  technical 
architecture  to  support 
their  phenomenal  growth. 

Silicon  Graphics  chose  and 
implemented  Oracle  Applications  on 
SGI’s  high-performance  CHALLENGE  server  in 
just  1  5  months. 


Market 


Management  Supp'v 

Management 


Oracle  Applications  are  the  only  applications  designed 
for  rapid  business  change  and  built  on  Oracle’s 
integrated  stack  of  database,  tools,  workflow,  data 
warehousing  and  Web  technologies. 

Oracle  Applications  automate  your 
entire  enterprise  with  over  30 
integrated  software  modules 
for  finance,  supply  chain 
management,  manufac¬ 
turing,  projects,  human  re¬ 
sources  and  market  management. 
Do  your  business  applications 
enable  rapid  growth?  If  not,  call  Oracle 
at  1-800-633-1059,  ext.  10728  today.  Or  find  us  on 
the  Web  at  http://www.oracle.com/applications 


ORACLG’ 

Enabling  the  Information  Age™ 


Oracle 


Applications 
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Today,  you  face  an  endless  swarm  of 
desktops,  sites  and  applications,  each 
draining  your  precious  IT  resources. 
Planning.  Deploying.  Integrating. 
Training.  Supporting.  Migrating. 

Enough! 

Amdahl  delivers  integrated  technology 
solutions  across  and  between  all  major 
enterprise  platforms  —  including  all  the 
professional  consulting,  integration  and 
support  services  you  need. 

For  S/390,  it’s  our  Millennium™  family 
of  CMOS-based  servers  and  Spectris™ 
storage  systems.  For  Windows  NT®,  it’s 
our  EnVista™  servers  and  LVS  4500™ 
storage  systems.  For  UNIX®,  we  offer 
Ultra  Enterprise™  servers  and  our  proven 
UTS®  operating  system  for  mainframes. 
All  united  with  cross-platform  connectiv¬ 
ity  and  our  A+  Software™  Application 
Management  suite.  Amdahl  does  it  all, 
data  center  to  desktop,  start  to  finish. 

Call  Amdahl  for  a  SWAT  team  over 
10,000  strong,  passionately  commit¬ 
ted  to  your  success. 

Contact  us  at  (800)  223-2215  or 
www.amdahl.com. 


amdahl 
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ly  gain  line  executive  buy-in  to  any  major 
change  initiative.  Then  the  CIOs  will 
buy  the  time  to  work  on  their  own  ini¬ 
tiatives  like  architecture  and  standards. 

Keith  C.  Cowan 
President 
Yorktown  Technologies  Inc. 
722 12.51  @  cornpuserve.com 


UTILITARIAN  THOUGHTS 
I’m  going  to  take  you  up  on  your  invita¬ 
tion  to  let  you  know  what  the  term  “util¬ 
ity”  means  to  me  |  In  Box,  Nov.  15]. 
Utility  with  respect  to  technology  is 
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the  future  in  its  best  sense.  I  am  amazed 
at  the  things  made  possible  by  technol¬ 
ogy,  based  on  my  experience.  When  I 
think  ahead,  however,  I  am  more  than  a 
bit  embarrassed  about  the  state  of  tech¬ 
nology  today — it  is  not  nearly  ready  for 
prime  time.  It’s  like  pretending  that  the 
average  American  is  really  ready  for 
WebTV  before  the  infrastructure  can 
handle  it  (just  ask  Sony). 

Today’s  CIO  must  understand  and 
manage  chaos.  The  pace  of  change  in 
this  industry  does  not  translate  to  utili¬ 
ty.  Economic  factors  that  drive  this 
industry  do  not  contribute  to  utility.  Yet 
utility  is  the  light  at  the  end  of 
the  tunnel.  It  is  utility 
that  will  be  the  final 
bandwagon,  riding 
into  the  sunset  as 
everyone  jumps  on 
without  noticing  that 
they  have  jumped. 
Sometimes  I  fear  I’ll 
miss  that  sunset. 

Peter  Greco 
Director,  Information 
Systems 
Lewis  &  Clark  College 
Portland,  Ore. 
greco@lclark.edu 

There  is  another  parallel  to  the  term 
“utility”  that  applies  to  the  IS  group  as 
well  as  many  utility  services.  Most  util¬ 
ities  (especially  electric)  are  entering 
an  era  of  deregulation.  That  environ¬ 
ment  is  forcing  them  to  become  diversi¬ 
fied,  efficient,  cost-conscious  and  proac¬ 
tive  in  providing  a  superior  product  in  a 
customer-centric  manner.  Similarly, 
IS  groups  are  required  to  carry  out  the 
objectives  of  businesses  that  struggle  to 
differentiate  themselves  in  a  fiercely  com¬ 
petitive  market. 

That  requires  them  to  evaluate  and 
implement  new  technologies,  master 
new  development  tools  and  provide 
24/7  support  for  increasingly  complex 
architectures  that  must  have  minimal 
downtime.  The  efforts  of  those  IS 
groups  seem  more  superhuman  than 
utilitarian. 

Steve  Long 

MIS  Planning  Specialist 
Lakeland,  Fla. 
slong@city.  lakeland,  net 


STRANGE  FRUIT 
Our  office  staff  enjoyed  the  article  regard¬ 
ing  the  Fruit  of  the  Loom  online  distri¬ 
bution  channel  [  “The  Fruits  of  Their 
Labors,”  Nov.  15].  We  were  puzzled, 
however,  as  to  what  type  of  fruit  Paul 


Cimino  was  supposed  to 
represent  in  the  cover  pho¬ 
tograph.  We  would  very 
much  appreciate  an  answer 
to  this  mystery. 

Haven  Abedin 
Research  Assistant 
FI  Services  Inc. 
Dallas 

fl  srvcs@ix.netcom.com 

We’re  glad  you  asked! 
Many  of  us  were  won¬ 
dering  the  same  thing. 
The  company  reports 
that  the  mystery  “fruit”  , 
bunch  of  leaves. 


actually  a 


President  and  Group  Publisher  Joseph  L.  Levy 
Editorial  Director  Lew  McCreary 

EDITORIAL 

Editor  Abbie  Lundberg 
Managing  Editor  Richard  Pastore 
Senior  Editor  E.B.  Baatz 
Associate  Editors  Elaine  M.  Cummings, 
Cheryl  Dahle,  Alice  Dragoon,  Perry  Glasser 
Copy  Chief  Cheryl  R.  Asselin 
Copy  Editors  Jay  F,  Rizoli,  Sara  Shay 
Senior  Writers  Carol  Hildebrand, 
Christopher  Koch,  Megan  Santosus 
Staff  Writers  Jennifer  Bresnahan,  Peter  Fabris, 
Tom  Field,  Heath  Row,  Derek  Slater 
Editorial  Researcher  Carol  Zarrow 
Editorial  Assistants 
Ruth  Greenberg,  Thomas  G.  Wailgum 
Administrative  Assistant  Lisa  Jayne  Kerber 


Contributing  Editors  Leigh  Buchanan, 

Art  Jahnke,  Anne  Stuart,  Miryam  Williamson 

Contributing  Writers 

Paula  Jacobs,  Dale  Kutnick,  Karen  Rubenstrunk, 
Howard  A.  Rubin,  Curtis  F.  Franklin  Jr. 

DESIGN 

Art  and  Design  Director  Mary  L.  Marshall 
Sr.  Graphic  Designers  Linda  Golon,  Michael  Siggins 
Graphic  Designers  Hana  Barker, 

Steve  Traynor,  Kelli  Walton 
Associate  Graphic  Designer  Terri  Mitchell 
Contributing  Assoc.  Art  Director  Lisa  Puccio 

WEB  SITE 

Webmaster  Tim  Horgan 
Web  Developer  Lee  Weiner 

CIRCULATION 

VP/ Circulation  Carol  A.  Spach 
Fulfillment  Manager  Susan  Woodworth 
Subscription  Svcs.  Supervisor  Denise  Perreault 
Circulation  Assistant  Tina  Pescaro 

PRODUCTION 

VP/  Production  Lori  Beth  Sadewitz 
Production  Manager  Resa  Altsher 
Ad  Traffic  Coordinator  Lynne  Zouranjian 

EXECUTIVE  PROGRAMS 

Senior  VP/  Exec.  Programs  Lynda  Rosenthal 
Director,  Program  Planning  Susan  T.  Montgomery 
Manager,  Program  Development  Robin  L.  Azar 
Manager,  Program  Operations  Cynthia  Laird 
Mgr.,  Program  Mktg.  Comm.  Sara  E.  McGarry 
Program  Mktg.  Coordinator  Jeremy  E.  Draper 
Administrators,  Exec.  Programs 
Liz  Hecht,  Michael  McPhee 
Administrative  Assistant  Sandra  J.  Hughey 
Program  Coordinator  Brian  Fuce 
Manager,  Ancillary  Products  Bill  Kerber 

MARKETING 

VP/ Marketing  Cathy  O'Leary  Hayes 
Director,  Marketing  Programs  Lisa  Brown 
Research  Manager  Bridget  Cammarata 
Marketing  Comm.  Manager  Marcy  L.  Dill 
Trade  Show  Coordinator  Dot  Caspersen 
Research  Specialist  Caroline  Cerullo 
Marketing  Comm.  Specialist  Karen  Fogerty 

ADMINISTRATION 

VP/ Finance  &  Admin.  Walter  Manninen 
Assistant  to  the  Publisher  Diane  Martin 
Office  Services  Assistant  Vivian  Kissileff 
Billing  Coordinator  Lynn  J.  Palmquist 
Financial  Analyst  Chad  Marston 
Accounting  Specialist  Kerry  Grady 

INFORMATION  SYSTEMS 

Chief  Information  Officer  Bruce  M.  Friedman 
Manager,  Network  Services  Didier  Weizman 
Manager,  Desktop  Services  James  C.  Burgoyne 

WBPA 

▼  INTERNATIONAL  • 


16  CIO  /  FEBRUARY  1,  1997 


■xim 


«Si 


m 


Strategim 

insuring 1 
financial  * 
profitabili 
for  the  fat 


Keyn< 

Prese 


Peter  D 


Warren 


Featui 


ture 


Tom  Dt 


lack  Tr( 


Conference  Supplement  to  CIO  Magazine 


March  23-26,  1997 
Sheraton  San  Diego  Hotel  &  Marina 

San  Diego,  California 


•IRC 


•I* 


r 


Conference  Overview 


Contents 


Conference  Overview 

Lynda  Rosenthal  and  Joseph  L.  Levy 

Constantly  Making 
Change. ..Happen 

CIOs  must  understand  the  nature 
of  both  leadership  and  change. 

Agenda 

Detailed  information  about  each 
general  and  concurrent  session  and 
scheduled  activities  throughout  the 
conference. 

Corporate  Hosts 

During  the  conference  our 
Corporate  Hosts,  a  select  group  of 
innovative,  visionary  companies,  will 
display  a  wide  range  of  solutions  to 
address  strategic  and  operational  IT 
challenges. 

Companion  Program 

Participation  in  the  Companion 
Program  includes  all  scheduled  meals, 
receptions,  entertainment,  a  special 
companion  breakfast,  a  stretch  and 
tone  class  and  a  San  Diego  By  Land 
and  SeaTour.The  Companion 
Program  does  not  include  confer¬ 
ence  session  attendance. 

Enrollment  Form 

Complete  the  online  enrollment 
form  at  http://www.cio.com  or 
complete  the  form  on  the  back 
of  this  brochure  and  fax  it  to 
508  879-7720. You  can  also  call 
us  toll-free  at  800  366-0246. 


When  Descartes  said  “the  more  things  change,  the  more  they  stay  the  same,’’ 
he  certainly  had  never  tried  life  as  a  CIO. 


Our  latest  CIO  Perspectives  conference.  Leading  the  Charge  in  Turbulent  Environments: 
IT  as  a  Change  Agent,  March  23-26  at  the  Sheraton  San  Diego  Hotel  &  Marina  in  San 
Diego,  Calif.,  will  allow  IT  executives  to  investigate  the  differences  between  leading  and 
managing  strategic  corporate  change. 

Our  keynote  presentation  will  team  two  of  the  world's  most  noted  authorities  on 
corporate  change  and  management,  Peter  F.  Drucker  and  Warren  Bennis.  Our 
moderator  once  again  will  be  Jim  Wetherbe,  director,  MIS  Research  Center,  University 
of  Minnesota,  Federal  Express  Professor  of  Excellence  and  director,  Center  for  Cycle 
Time  Research,  University  of  Memphis. 

Sessions  will  feature  how  organizations  have  survived  change  and  progress.  Featured 
presenters  include  John  Dahms,  CIO,  Central  Intelligence  Agency;  Dr.  William  Limond, 
group  director,  information  services,  British  Gas  PLC;  and  James  J.  Skinner  Jr.,  vice 
president  of  systems,  Swiss  Reinsurance  America  Corporation.  Abbie  Lundberg,  editor, 

CIO  Magazine,  will  moderate  a  roundtable  discussion  on  specific  techniques  IS 
executives  have  implemented  in  driving  change,  featuring  David  Kepler,  director  of 
information  systems,  The  Dow  Company;  Phil  Newbold,  former  vice  president  and 
director  of  information  technology  services,  Kaiser  Permanente;  Debra  Robinson,  vice 
president,  information  systems  and  technology,  Delaware  North  Companies,  Inc;  and 
Linda  Wiersema,  general  manager  of  information  technology  and  CIO,  LTV  Steel. 

Jack  Trout,  president,  Trout  &  Partners,  will  discuss  the  world's  best  business  strategies. 
This  conference  will  also  feature  Tom  Davenport,  Curtis  Mathes  Fellowship  Professor 
and  director,  information  systems  management  program.  College  and  Graduate  School 
of  Business,  University  of  Texas  at  Austin,  Richard  D’Aveni,  professor,  Amos  Tuck 
School  of  Business  Administration,  Dartmouth  College  and  Eileen  Shapiro,  president, 

The  Hillcrest  Group,  Inc. 


To  enroll,  please  visit  our  Web  site  at  http:llwww.cio.com  or  complete  the  enrollment  form 

on  the  back  of  this  brochure  and  fax  it  to  508-879-7720.  You  can  also  call  us  at 

800  366-0246.  Don’t  delay!  Sign  up  now  for  the  most  relevant  conference  of  the  year! 


Regards, 


Lynda  Rosenthal 

Senior  Vice  President  and  General  Manager 
Executive  Programs 


u. 

Joseph  L.  Levy 
Group  Publisher  and  President 
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Constantly  Making  Change...Happen 


By  Carol  Hildebrand 

When  it  comes  to  change,  many  CIOs  find  themselves  serving  two  conflicting  masters 


More  than  ever,  companies  regard 
IT  as  a  strategic  tool  to  reinvent 
organizations  as  global  competitors. 
And  as  leaders  of  a  company's 
strategic  technology  direction,  CIOs 
are  at  the  hub  of  corporate  change. 
Yet  IS  executives  must  also  manage 
the  day-to-day  details  of  imple¬ 
menting  such  visions. 

"If  your  eyebrows  aren't  raised  in 
confusion  and  curiosity  by  now,  you 
don't  realize  what's  going  on,"  says 
Warren  Bennis,  Distinguished 
Professor  of  business  administration 
and  founding  chairman  of  The 
Leadership  Institute  at  the 
University  of  Southern  California. 

With  such  a  balancing  act  to 
perform,  IT  professionals  must  first 
redefine  their  job  responsibilities  in 
order  to  lead  corporate  change. 
"Right  now,  there's  too  much  of  a 
credibility  gap  between  the  evange¬ 
list  role  and  the  day-to-day  imple¬ 
mentation  role,"  says  Tom  Daven¬ 
port,  Curtis  Mathes  Fellowship 
Professor  and  director,  information 
systems  management  program. 


College  and  Graduate  School  of 
Business  at  the  University  of  Texas 
at  Austin. 

IS  executives  need  to  start  thinking 
about  the  business  information  that 
flows  along  technical  conduits 
rather  than  the  conduits  themselves, 
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says  Davenport.  "Companies  are 
looking  for  CIOs  who  understand 
the  business  and  the  role  that 
information  plays.  The  idea  of 
technologists  who  can  understand 
technology  and  implement  it  isn't 
enough  anymore." 

That's  what  James  J.  Skinner  Jr., 

vice  president  of  systems  at  Swiss 
Reinsurance  Co.,  discovered  when 
his  staff  started  implementing  a 
paperless  office  environment  based 
on  workflow  software.  "The  big 
change-related  issues  aren't 
technical,"  he  says.  They  lie  instead 
in  IT's  ability  to  comprehend  the 
way  business  information  should 
flow  throughout  a  company. 

Fortunately  for  Skinner,  he  spent 
more  than  15  years  on  the  user  side 
of  the  house,  doing  stints  in 
departments  as  varied  as  marketing 
and  underwriting.  "I  know  many  of 
the  functions  and  can  relate  to  the 
problems  they  have,"  he  says.  "My 
message  is  always  that  the  more 
you  know  about  your  business,  the 
better.  You  cannot  talk  somebody 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 
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into  how  good  IT  can  be.  It  has  to 
come  from  them." 

And  for  a  technical  imperative  to  be 
driven  by  users,  it  must  first  answer 
users'  increasingly  pressing  need  for 
quick  access  to  timely  knowledge, 
says  Davenport.  CIOs  "must  take  a 
leadership  role  in  creating  a 
knowledge  and  information-based 
culture.  Think  about  how  the 
workforce  makes  information-based 
decisions  and  encourage  people  to 
gather,  share  and  act  on  informa¬ 
tion.  Try  to  hire  people  who  are 
information  and  knowledge  seekers, 
instead  of  all  tech,  no  talk." 

Management  guru  Peter  F.  Drucker 

says  that  corporations  will  develop 
entirely  new  business  systems  to 
measure  the  cost  and  performance 
of  their  own  enterprises  and  that 
these  systems  will  not  come  out  of 
information  technology.  Rather,  he 
says,  "they  require  new  managerial 
concepts."  Today's  methods  of 
measuring  the  worth  of  a  company 
are  completely  obsolete,  he  says, 
since  they  ignore  one  of  the  most 
vital  assets  of  a  company  doing 
business  in  the  Information  Age: 
intellectual  capital. 

As  companies  learn  to  count  the 
worth  of  ideas  rather  than  general 
ledger  items,  Drucker  says  he 
expects'  to  see  the  accounting 
function  blend  into  the  role  of  the 


CIO.  "In  ten  or  15  years,  organiza¬ 
tions  will  have  only  one  information 
officer  and  one  information  system, 
where  today  they  have  two,"  he 
says  —  "the  chief  accountant  in 
charge  of  our  oldest  system  and  the 
CIO  in  charge  of  the  new  informa¬ 
tion  technology." 


UTry  to  hire  people 
who  are  information 
and  knowledge 
seekers,  instead 
of  all  tech,  no  talk.” 


Laws  of  Nature 

One  thing,  however,  remains 
constant:  In  order  for  a  CIO  to 
understand  his  or  her  corporate  role 
as  a  change  agent,  he  or  she  must 
first  understand  the  nature  of  both 
leadership  and  change,  both  in  the 
company  and  personally.  From 
managing  the  CEO's  expectations  to 
defusing  resistance  to  new  technical 
projects,  leading  change  in  IT  means 
far  more  than  deciding  on  a  new 
architecture  for  the  company. 


Bennis  says  that  CIOs  should  first 
understand  the  profound  difference 
between  leadership  and  manage¬ 
ment.  "Leaders  are  people  who  do 
things  right.  Managers  are  people 
who  do  the  right  things.  There's  a 
profound  difference.  When  you 
think  about  doing  the  right  things, 
your  lexicon  becomes  one  of 
missions,  visions,  strategic  intent, 
purpose.  But  when  you  think  about 
doing  things  right,  you  think  about 
how-to.  Leaders  ask  the  what  and 
why  question,  not  the  how  question. 
Leaders  think  about  empowerment, 
not  control.  And  the  best  definition 
of  empowerment  is  that  you  don't 
steal  responsibility  from  people." 

Such  ideas  may  seem  hard  to 
swallow  —  but  then,  that's  the 
nature  of  change.  Humankind 
nearly  always  balks  when  con¬ 
fronted  with  a  move  from  the  status 
quo;  visionary  CIOs  will  grasp  this 
unique  opportunity  to  simulta¬ 
neously  transform  their  jobs  and 
their  companies. 


Carol  Hildebrand  is  a  senior  writer 
at  CIO  Magazine  and  can  be 
reached  at  cjh@cio.com. 
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Leaders  to  the  Core 

Warren  Bennis  divides 
leadership  skills  into  four  core 
competencies.  Interestingly,  not 
one  of  them  is  labeled,  "Must 
have  MBA  and/or  good  number¬ 
crunching  skills."  Instead,  Bennis 
emphasizes  people  skills.  The 
four  categories  comprise  some 
uncomfortably  squishy  stuff: 

Provide  direction  and  meaning 
to  a  corporate  effort. 


Generate  and  sustain  trust 
among  employees 


Become  purveyors  of  hope 
and  optimism 

Have  the  capacity  to  convert 
purpose  and  vision  into 
action  and  results. 

"They  must  inspire  people  both 
in  their  heads  and  in 
their  hearts,"  says  Bennis. 


Conference  Agenda 

Sunday,  March  23 

3:00pm  -6:00pm 

Conference  Registration 

7:00pm  -  9:00pm 

Welcome  Reception 

9:00pm  -  12:00am 

Hospitality/Networking 

9:00pm  -  12:00am 

Cyber  Cafe 

Hosted  by  Hewlett-Packard  Company 

Monday,  March  24 

6:30am 

Fiscally  Fit  5K  Run 

Hosted  by  Hyperion  Software 

7:30am  -  8:15am 

Breakfast 

8:15am  -  8:20am 


8:20am  -  9:30am 

First,  Change  All  the  Rules 

Dr.  Jim  Wetherbe 

Director 

MIS  Research  Center 
University  of  Minnesota 
Federal  Express 
Professor  of  Excellence 
Director 
Center  for  Cycle 
Time  Research 
University  of  Memphis 
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welcome 

&  opening  nemarKS 

Joseph  L.  Levy 

IM! 

Group  Publisher 

-  Jal 

and  President 

fiM 

CIO  Communications,  Inc. 

This  author's  most  recent 
book  will  be  distributed  at  the 
conference. 


FedEx  is  the  world's  first  service 
organization  to  receive  the  coveted 
Malcolm  Baldrige  Award  and  is 
touted  as  one  of  the  top  four  corpora¬ 
tions  to  work  for  in  the  U.S.  What 
business-process  changes  were 
necessary  for  FedEx  to  consistently, 
absolutely,  positively  provide  on  time 
service  every  time?  The  11  principles 
that  guide  this  corporation  and  make 
it  successful  can  be  deployed  by  every 
organization,  every  IS  function  and 
every  employee. 

9:30am  -10:15am 

A  CIO’s  Vision  of  the  IT  Forest 
Through  the  Trees 

James  J.  Skinner  Jr. 

Vice  President 
Systems 

Swiss  Reinsurance 
America  Corporation 

In  its  demand  for  rapid 
recovery  and  response  times,  efficient 
processes  and  a  requirement  for 
global  strategies,  the  insurance 
industry  is  driven  by  technology. 
Skinner  will  discuss  why  Swiss 
Reinsurance  reengineered  their 
information  systems  in  contracts, 
claims  and  other  worldwide  depart¬ 
ments  and  how  they  effected  those 
changes. 

10:15am  -  10:45am 

Coffee  Break 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


10:45am  -  12:15pm 

The  People  Side  of  Change: 

A  CIO  Roundtable 

CIOs  share  specific  techniques  they  have 
implemented  in  driving  change. 

Moderated  by: 

Abbie  Lundberg 

Editor 

CIO  Magazine 


Panelists: 


David  E.  Kepler 

Director  of  Global 
Information  Systems 

The  Dow  Company 


Phil  Newbold 

Former  Vice  President 
and  Director  of 
Information  Technology 
Services 

Kaiser  Permanente 


Debra  Robinson 

Vice  President 
Information  Systems 
and  Technology 

Delaware  North 
Companies,  Inc. 


Linda  Wiersema 

General  Manager  of  Information 
Technology  and  CIO 
LTV  Steel 


12:15pm  -  1:50pm 

Luncheon 

1:30pm  -  2:30pm 

From  Techno-Culture  to 
Info-Culture 

Tom  Davenport 

Curtis  Mathes 
Fellowship  Professor 
Director 

Information  Systems 
Management  Program 
College  and  Graduate 
School  of  Business 
University  of  Texas  at  Austin 

One  reason  IS  groups  have  had 
difficulty  in  leading  organizational 
change  is  their  overemphasis  on 
technology.  The  IS  techno-culture 
creates  a  barrier  between  IS  and  its 
customers.  As  an  alternative  to  a 
technically-oriented  culture,  many 
IS  groups  are  beginning  to  adopt 
information-  and  knowledge 
management-oriented  cultures. 

This  presentation  will  give  examples 
of  those  organizations  and  specific 
steps  to  achieve  an  info-culture  and 
take  a  leadership  role  in  information- 
driven  organizational  change. 

2:45pm-3:30pm 

Concurrent  Sessions 

3:30pm-4:00pm 

Coffee  Break 

4:00pm-4:45pm 

Concurrent  Sessions  —  Repeated 


Not  all  CIOs  are  well  equipped  to 
drive  change.  Because  IS  has  an 
enterprisewide  perspective,  the  use 
of  technology  can  influence  peoples' 
attitudes  and  behavior.  Technology  is 
the  easy  part  —  changing  people's 
behavior  is  hard.  The  CIOs  participat¬ 
ing  in  this  discussion,  all  of  whom 
have  led  successful  change  efforts, 
will  share  specific  techniques  for 
driving  change  and  offer  lessons  you 
can  apply  in  your  own  organizations. 


6:30pm  -  8:00pm 

Reception 

8:00pm  -  12:00am 

Hospitality/Networking 

8:00pm  -  12:00am 

Cyber  Cafe 

Hosted  by  Hewlett-Packard  Company 


Tuesday,  March  25 


7:00am  -  8:00am 

Breakfast 


Measure  Your  10  Critical  Change  Skills 

A  Change-Map  (C-Map)  survey  will  be  distributed 
to  you  at  registration.  Fill  it  out  and  self-score 
it  at  your  leisure...  bring  it  to  the  “Mapping  Your 
Route  Through  Change”  session  on  Tuesday 
morning...you’ll  see  how  change  affects  you! 


8:00am  -  9:30am 

Mapping  Your  Route 
Through  Change 

Bob  De  Filippis 

President  and  CEO 
Career  Partners 
International 

To  capitalize  on  the 
opportunities  that  come 
with  change,  we  must  discover  how 
to  lead  and  manage  ourselves  —  as 
well  as  our  teams  —  with  our  own 
personal  "repertoire  of  change 
management  skills."  This  session  will 
allow  you  to  examine  your  change 
management  capabilities  through 
personal  responses  to  ten  critical 
change  skills  through  the  Change- 
MAP  (C-MAP)  survey;  you  will  be 
guided  through  the  analysis  of  your 
responses  and  development  of  the 
action  steps  to  improve  your  change 
management  competencies. 

9:30am  -  10:15am 

Information  —  Corporate  Asset 

Dr.  William  Limond 

Group  Director 
Information  Services 
British  Gas  PLC 

Bill  Limond  is  a 
proponent  of  Peter 
Drucker's  maxim  on  information 
management,  "In  the  end,  the  only 
thing  we  have  to  manage  is  informa¬ 
tion  itself."  To  meet  the  challenges  of 
the  future,  CIOs  must  lead  change  in 
dramatic  ways.  Limond  will  discuss 
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the  evolving  role  of  IT  and  IT  manage¬ 
ment  in  global  enterprises.  He  will  also 
examine  the  information  and  cultural 
gaps  in  the  IT  arena.  In  this  session  you 
will  learn  the  initiatives  and  processes 
British  Gas  used  to  meet  customer 
demand  for  information. 


successfully  driving  organizations 
into  the  next  century.  This  session 
will  feature  individual  presentations, 
a  dialog  and  questions  from  the 
audience.  Don't  miss  this  opportunity 
to  tap  into  over  100  years  of  excellent 
management  theory  and  practice. 


10:15am  -  10:45am 

Coffee  Break 

10:45am  -  11:30am 

Concurrent  Sessions 

11:45am  -  12:30pm 

Concurrent  Sessions  —  Repeated 

12:30pm  -  1:30pm 

Luncheon 


5:30pm  -  7:00pm 

Reception  with  Peter  Drucker 
and  Warren  Bennis 

7:00pm  -  12:00am 

Hospitality/Networking 

7:00pm  -  10:00pm 

Executive  Bay  Cruise  with  Dinner 

Hosted  by  Sun  Microsystems,  Inc. 


1:30pm  -  2:15pm 

Concurrent  Sessions 

2:30pm  -  3:15pm 

Concurrent  Sessions  —  Repeated 


7:00pm  -  12:00am 

Cyber  Cafe 

Hosted  by  Hewlett-Packard  Company 

Wednesday ,  March  26 


3:15pm  -  3:30pm 

Coffee  Break 


3:30pm  -  5:30pm 

Pinnacles  of  Management 
and  Leadership 


Peter  F.  Drucker 

Clarke  Professor  of  Social 
Science  and  Management 

Claremont  Graduate  School 


Warren  Bennis 

Distinguished  Professor  of 
Business  Administration 
Founding  Chairman 
The  Leadership  Institute 
University  of  Southern 
California 


Peter  F.  Drucker,  the  world's  premier 
management  guru,  and  Warren  Bennis, 
leadership  scholar  and  authority,  will 
join  intellectual  forces  for  two  solid 
hours.  They  will  each  offer  views  on 


6:30am 

Fiscally  Fit  5K  Run 

Hosted  by  Hyperion  Software 

7:15am  -  8:00am 

Breakfast 

8:00am  -  9:00am 

The  High  Cost  of  Mistakes 

Jack  Trout 

President 
Trout  &  Partners 
Author 

The  New  Positioning 

Today's  turbulent  times  are  domi¬ 
nated  by  one  word:  competition.  If 
you  make  a  mistake  in  today's 
marketplace,  your  competitors 
quickly  take  your  business  —  and  you 
won't  get  it  back.  This  session  will 
discuss  how  to  avoid  mistakes  and 
will  give  insights  into  where  all 
marketing  wars  are  fought:  the  mind. 


Packed  with  insight,  analysis  and 
irreverent  advice,  Trout's  presentation 
will  allow  you  to  better  understand 
which  companies  win  and  which  ones 
fail  in  a  world  where  everyone  is  after 
everyone  else's  business. 


9:00am  -  10:00am 

The  Quest  for  Knowledge 


John  Dahms 

CIO 

Central  Intelligence  Agency 

As  the  world  becomes 
wired  and  the  Global 
Information  Infrastruc¬ 
ture  matures,  the  amount  of  informa¬ 
tion  available  through  open  sources 
explodes.  The  CIA,  in  concert  with  the 
U.S.  intelligence  community,  is 
pursuing  a  strategy  of  using  the 
Internet,  intranets  and  extranets  to 
capture  real  knowledge  in  a  sea  of 
information.  This  session  will  detail 
how  executing  this  strategy  requires 
the  CIA  to  reengineer  its  information 
service  delivery  mechanisms. 


10:00am  -  10:30am 

Coffee  Break 


10:30am  -  12:00pm 

How  to  Ride  the  Wave  of 
Hypercompetition. ..Without 
Wiping  Out 


Richard  D'Aveni 

Professor 

Amos  Tuck  School  of 
Business  Administration 
Dartmouth  College 
Author 
Hypercompetition 


$ 


Eileen  Shapiro 

President 

The  Hillcrest  Group, 

Author 

Fad  Surfing 

in  the  Boardroom 


D'Aveni  and  Shapiro  agree  that 
dominance  cannot  be  accomplished  by 
sustainable  competitive  advantage. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


D'Aveni  tells  about  four  arenas  of 
competition  and  how  players  seize 
initiatives  by  creating  major  disrup¬ 
tions.  He  argues  that  the  need  to  win 
requires  a  series  of  disruptive 
unsustainable  advantages.  Shapiro 
warns  of  self  destruction  without 
proper  self-management.  Expect  a 
challenging,  humorous  and  thought 
provoking  session! 

12:00pm-12:15pm 

Closing  Remarks 

Jim  Wetherbe 


Concurrent  Sessions 

Each  Corporate  Host  will  provide 
a  concurrent  session ,  which  will  be  offered 
twice.  You  will  be  able  to  attend  a 
maximum  of  six  sessions  during  three 
time  blocks  on  Monday  and  Tuesday. 

Maximizing  the  Return  on  Your 
Decision  Support  Investments 

John  W.  Finnell  Jr. 

Manager 
Decision  Support 
Integration  Laboratory 
Acxiom  Corporation 

Today's  rapidly 
changing  decision  support  system 
landscape  poses  especially  difficult 
challenges  to  those  responsible  for 
adopting  technology  standards  for  an 
organization.  Trade-offs  must  be 
made  between  the  value  added  from 
new  technologies  and  maximizing 
previous  investments.  This  session 
will  explore  methods  Acxiom 
Corporation  uses  to  deploy  new 
decision  support  systems  and 
open  systems  technologies  while 
maximizing  functional  value  and 
ROI  for  existing  systems. 


IT  Solutions  for  the  21st  Century 
That  You  Can  Use  Now 

Christopher  J.  Oliver 

Director  of  Engineering 
and  Manufacturing 
Cabletron  Systems,  Inc. 

Much  industry  banter 
today  deals  with  so- 
called  "network  computing"  —  a 
concept  which  promises  that  the  large, 
costly  and  more  complex  IT  invest¬ 
ments  will  be  centrally  located  and 
allow  for  simpler,  less  expensive 
network  computers  to  be  on  every 
desktop.  In  fact,  the  network  com¬ 
puter  is  really  the  21st  century 
equivalent  to  the  1960s  terminal 
mainframe  architecture.  This  presen¬ 
tation  will  explore  network  planning 
strategies  and  detail  the  positioning  of 
a  cable  and  resilient  switch-based 
information  transportation  network  to 
connect  the  enterprise  using  intranet 
and  Internet  technologies. 

IT  Will  Never  Be  the  Same  Again 

Alex  Mendez 

Vice  President  of 
Enterprise  Marketing 
Cisco  Systems,  Inc. 

Computer  networks  are 
seen  as  a  key  enabler  to 
delivering  improved  productivity, 
communication  and  automation.  How 
can  today's  enterprise  networks  be 
leveraged  to  reduce  project  cycle 
times,  lower  operational  costs  and 
speed  time  to  market?  This  presenta¬ 
tion  will  examine  key  business  and 
technology  trends  and  why  an 
effective  IT  and  networking  strategy  is 
a  corporate  imperative.  The  session 
will  also  outline  keys  to  developing  a 
standardized  IT  environment  that 
enable  cross-platform  applications, 
computing  and  service  customization. 
Mendez  will  also  weigh  the  different 
factors  such  as  risk,  performance,  cost, 
time  and  control,  that  play  a  central 
role  in  the  decision  to  outsource  or 
insource  the  enterprise  network. 


Transforming  IT:  Managing 
Continuous  Change  in  Turbulent 
Environments 

James  J.  Ryan 

Vice  President 
Information  Manage¬ 
ment  Group  and  CIO 
Data  General  Corporation 

New  computing  waves  come  so 
quickly  that  most  enterprises  are  slow 
to  integrate  new  technologies  into 
their  daily  operations.  In  the  same 
time  it  takes  to  implement  new 
systems  and  business  processes,  an 
enterprise  could  find  itself  behind  the 
curve.  How  can  you  implement  new 
systems  to  take  advantage  of  the  next 
technology  without  putting  today's 
business  in  peril?  This  session 
presents  strategies  for  surviving 
continuous  change  in  turbulent 
environments  using  the  real-world 
example  of  change  management  at 
Data  General  Corporation. 

Truth  or  Dare: 

IT  as  a  Change  Agent 

Tom  Martin 

Vice  President 
Large  Corporate 
Accounts  Marketing 

Dell  Computer  Corporation 

Can  IT  planning, 
deployment  and  transition  activities 
be  transformed  from  expensive,  slow- 
moving  processes  into  manageable, 
economical  projects?  Are  standard 
computing  environments  really 
achievable?  This  session  will  illustrate 
how  organizations  that  have  adopted 
a  life  cycle  cost  philosophy  are  better 
equipped  to  meet  global  business 
needs  while  leveraging  the  most 
applicable  technologies  and  saving 
millions  of  dollars  in  the  process. 
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A  Concurrent  Session  will  also 
be  presented  by: 


Robert  R.  Walker 

Vice  President  and  CIO 

Bj  '  /J’TM  Hewlett-Packard  Company 

hi 


The  IT  Revolution:  Empowering 
IT  as  a  Catalyst  for  Change 


Sandra  Moran 

Senior  Director 

Hyperion  Software 

Successful  IT  organiza¬ 
tions  are  implementing 
an  approach  that  views 
the  user  community,  IT  and  vendors 
as  business  partners.  In  this  scenario, 
the  success  or  failure  of  the  corporate 
strategy  is  directly  related  to  IT's 
ability  to  provide  an  information 
infrastructure  that  supports  rapid 
organizational  change.  This  session 
will  discuss  the  tools  that  IT  needs  to 
provide  a  flexible  information 
infrastructure  to  meet  critical  business 
goals  and  capitalize  on  a  company's 
information  assets. 


A  New  Face  in  Terrorism 


John  E.  Nevola 

Manager 
Service  Delivery 
North  America 
Business  Recovery 
Services 

IBM  Global  Services 


This  presentation  will  discuss  the  shift 
in  thinking  about  disaster  probability 
and  contingency  planning.  In  the  past, 
businesses  based  their  contingency 
plans  mainly  on  natural  events. 
Recently,  terrorist  activity  has 
increased  and  appears  to  be  posing  an 
ever  growing  threat  to  the  lifeblood  of 
the  business  community.  This  new 
threat  has  earned  more  consideration 
in  the  development  of  contingency 


plans.  The  presentation  will  detail  past 
terrorist  activity,  the  increasing  threat 
of  terrorism-both  internationally  and 
domestically,  and  suggest  some 
preventative  measures  businesses  can 
implement  to  mitigate  the  probability 
and  impact  of  a  terrorist  attack. 

Trends  in  Technology 

Malcolm  Colton 

Director  of  Database 
Marketing 

Informix  Software,  Inc. 

The  World  Wide  Web  is 
an  excellent  example  of 
the  need  for  complex  data  support. 
Informix-Universal  server  is  the  first 
commercial  object  relational  data 
management  system  to  combine 
industrial-strength  OLTP,  OLAP 
and  infinite  extensibility  through 
DataBlade  class  libraries  into  a  single 
DBMS  engine.  This  session  will  discuss 
the  applications  for  extensible  object 
technology  and  how  to  develop,  build 
and  deploy  DataBlades. 


Strategic  Inflection  Points: 

IT’s  Role  in  Navigating  Turbulence 


Claude  Wimberly 

Jf.1  Field  Enterprise 

Intel  Corporation 

This  presentation  will 
focus  on  what  Intel's  IT  organization  is 
doing  to  anticipate  and  react  to  the 
rapid  changes  and  potential  "strategic 
inflection  points"  that  face  Intel  and 
other  businesses.  Andy  Grove's  recent 
boo]<.  Only  the  Paranoid  Survive, 
describes  strategic  inflection  points 
as  times  when  the  balance  of  forces 
affecting  a  business  or  industry  shift 
from  the  old  ways  to  a  new  way  of 
doing  business  and  competing.  Those 
companies  who  best  anticipate  and 
adapt  to  these  ways  survive  and  thrive. 
IT  can  play  a  huge  role  in  anticipating 
and  reacting  to  business  turbulence. 


BreakingThrough  the 
Application  Development 
Barrier  with  Best  Practices 

Rick  J.  Pleczko 

Senior  Vice  President 
Product  Marketing 
and  Development 

LBMS,  Inc. 

For  years  we  have  been 
told  that  application  development  is 
too  slow,  produces  poor  quality,  costs 
too  much  and  gets  in  the  way  of 
business  initiatives.  Now  we  hear 
about  IT  organizations  that  are 
leading  the  charge,  delivering  better 
solutions,  enabling  rapid  business 
change  and  achieving  and  sustaining 
breakthrough  levels  of  performance. 
This  session  will  examine  how 
organizations  are  implementing 
process  management  to  dramatically 
improve  performance  in  a  turbulent 
environment. 


Integration  on  the  Run 


Cully  Culbreth 

Director 
Integration  and 
Consulting  Services 

Access  Graphics,  Inc. 


Courtesy  of  Lockheed  Martin  Corporation 

With  a  growth  rate  of  nearly  50%  per 
year,  Access  Graphics  has  had  to  take 
dramatic  steps  to  keep  up  with 
business  demands.  As  a  result,  the 
company  is  replacing  its  enterprise¬ 
wide  information  system  to  improve 
intero-perability  of  several  vital 
business  applications,  including  order 
entry,  purchasing,  inventory,  market¬ 
ing  and  customer  database.  This 
session  will  focus  on  the  importance 
of  addressing  cultural  change  in  the 
implementation  of  new  technology 
affecting  the  enterprise  and  using 
tools  that  enable  communications  and 
value-added  processes  throughout  the 
life  of  the  project. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


Business  Capable  Networks 

Carl  Pavarini 

Vice  President 
Small  Business  Markets 
and  New  Business 
Development 
Lucent  Technologies 

The  rapid  pace  of  business  is  causing 
IT  professionals  everywhere  to 
continually  examine  their  voice,  data 
and  multimedia  networks.  This 
session  will  examine  the  forces 
changing  the  marketplace  as  well  as 
their  effects  on  today's  networking 
and  present  a  plan  that  IT  profession¬ 
als  can  follow  to  help  their  companies 
realize  "future-proof"  business- 
capable  networking. 

Minimizing  Your  Professional 
and  Personal  Risk  as  the  CIO 
Change  Agent 

David  P.  Rodgers 

Vice  President 
Corporate  Architecture 

Sequent  Computer 
Systems,  Inc. 

CIOs  face  two  kinds  of 
risks  as  change  agents:  personal, 
including  stress,  job  carryover  into  the 
home  life  and  personal  relationships 
that  extend  beyond  the  workplace; 
and  professional,  including  career 
progression,  potential  impact  on  a 
resume  and  professional  recognition. 
This  session  will  explore  a  multitude 
of  opportunities  to  enhance  your 
success  as  a  change  agent  and 
minimize  your  personal  or  profes¬ 
sional  risk.  Rogers  will  reveal 
numerous  examples  from  real-life 
situations  that  he  has  encountered 
during  his  career  as  a  technology 
strategist,  visionary  and  vice  presi¬ 
dent  of  corporate  architecture. 


Leadership  in  the  Trenches  of  IT 


Paul  Lawryk 

Group  Manager 
Market  Development 
North  America 
Sun  Microsystems,  Inc. 


Maynard  Webb 

Vice  President  and  CIO 

Bay  Networks,  Inc. 

Lawryk  will  discuss 
leadership  trends  of 
breakthrough  thinkers 
in  the  IT  world  and  show  some 
original  research  from  100  CTOs  and 
CIOs  about  how  they  secure,  develop 
and  interoperate  heterogeneous 
enterprises  in  turbulent  environments. 
Webb  will  tell  how  he  implemented 
the  most  complex  set  of  mission- 
critical  and  distributed  applications 
in  record  time. 


EMCON  2000:  A  Program 
Management  Experience 


Cindy  Stoddard 

Director 

Information  Systems 

Emery  Worldwide 


Courtesy  of  Texas  Instruments,  Inc. 

Emery  Worldwide  has  embarked  on  a 
multiyear  effort  to  reengineer  all  its 
core  business  applications  using  a 
component-based  development 
approach.  This  is  being  accomplished 
through  its  own  efforts  and  direction 
and  without  assistance  from  third- 
party  integrators.  This  presentation 
will  share  the  experiences  and  lessons 
learned  in  the  process.  Topics  include 
company  background,  program 
history,  strategies,  challenges, 
program  governance,  and  methods 
and  tools. 


SmartVideoconferencing  — 
End-User  Training... 

Without  the  Travel 

Tom  Stevenson 

Vice  President  of 
Marketing  and  Strategy 

VTEL  Corporation 

So  you've  made  the 
move  to  client  server  and 
are  pushing  forward  with  your 
corporate  intranet.  How  are  you  going 
to  train  all  those  end-users  on  the  new 
software  applications?  Come  hear  how 
other  large  companies  have  trained  the 
masses  using  a  videoconferencing 
system  that's  also  a  PC.  Instructors  can 
work  through  real  software  exercises 
with  end-users  while  they  get  hands-on 
time  at  their  own  desktop  or  in  a 
centralized  location  at  their  workplace. 


Concurrent  Sessions  will  also 
be  presented  by: 

Centura  Software  Corporation 

Computer  Associates 
International,  Inc. 

Ernst  &  Young  LLP 


Leading  the  Charge  in  Turbulent  Environments:  IT  as  a  Change  Agent 


Companion  Program  Agenda 


Sunday ,  March  23 

3:00pm  -  6:00pm 

Conference  Registration 

7:00prn  -  9:00pm 

Welcome  Reception  & 
Registration 

9:00pm  -  12:00am 

Hospitality/Networking 

9:30pm  -  12:00am 

Cyber  Cafe 

Hosted  by  Hewlett-Packard  Company 

Monday,  March  24 

6:30am 

Fiscally  Fit  5K  Run 

Hosted  by  Hyperion  Software 

8:30am  -  9:30am 

Stretch  &Tone  Class 

9:30am  -  10:30am 

Companion  Breakfast 

12:15pm  -  1:30pm 

Luncheon  with  conference 
participants 


1:30pm  -  5:30pm 

San  Diego  by  Land  and  Sea  Tour 

6:30pm  -  8:00pm 

Reception 

8:00pm  -  12:00am 

Hospitality/Networking 

8:00pm  -  12:00am 

Cyber  Cafe 

Hosted  by  Hewlett-Packard  Company 

Tuesday,  March  25 

7:00am-  8:00am 

Breakfast  with  conference 
participants 

10:15am  -  10:45am 

Coffee  Break 

12:30pm  -  1:30pm 

Luncheon  with  conference 
participants 

3:15pm  -  3:30pm 

Coffee  Break 

3:30pm  -  5:30pm 

Keynote  session  with 

Peter  Drucker  and  Warren  Bennis 


5:30pm  -  7:00pm 

Reception  with  Peter  Drucker  and 
Warren  Bennis 

7:00pm  -  12:00am 

Hospitality/Networking 

7:00pm  -  10:00pm 

Executive  Bay  Cruise  with  Dinner 

Hosted  by  Sun  Microsystems,  Inc. 

7:00pm  -  12:00am 

Cyber  Cafe 

Hosted  by  Hewlett-Packard  Company 

Wednesday,  March  26 

6:30  am 

Fiscally  Fit  5K  Run 

Hosted  by  Hyperion  Software 

7:15am  -  8:00am 

Breakfast  with  conference 
participants 

10:00am  -  10:30am 

Coffee  Break 


Sheraton  San  Diego 
Hotel  &  Marina 

Nestled  at  the  water’s  edge  on  enchanting 
San  Diego  Bay,  the  Sheraton  San  Diego 
Hotel  &  Marina  is  ideally  situated  at  the 
heart  of  a  premier  California  destination. 
Offering  majestic  panoramic  views  of  the 
Bay  and  downtown  San  Diego,  the  1 ,050- 
room  hotel  complex  offers  easy  access  to 
the  airport  and  to  numerous  area 
attractions  and  recreational  opportunities. 

Widely  recognized  for  its  rare  blend 
of  scenic  elegance  and  a  total  preoccupa¬ 
tion  with  service,  the  recently  refashioned 
property  offers  a  breathtaking  tropical 
environment  that  captures  the  true  flavor 
of  its  dramatic  waterfront  surroundings. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


AQOOM 

Acxiom  Corporation  builds  data  warehouses  for  clients 
whose  businesses  depend  on  scope,  accuracy  and  accessi¬ 
bility  of  customer  information.  Using  a  unique  matrix  of 
services,  software  and  tools  that  transform  data  into 
customer  knowledge,  multiple  internal  databases  are 
integrated  with  external  information  to  drive  powerful, 
knowledge-based  decision  support  applications.  With 
expertise  in  industries  such  as  retail,  banking/ finance, 
insurance  and  telecommunications,  Acxiom  helps  clients 
better  understand  their  customers,  build  effective  acquisi¬ 
tion  and  retention  programs,  reduce  response  time  and 
improve  customer  service. 

caBLeTRon 

_ SYsrems 

The  Complete  Networking  Solution™ 

Cabletron  Systems,  Inc.  is  a  leading  maker  of  standards- 
based  Ethernet,  Token  Ring,  FDDI,  ATM,  SNA  and  WAN 
networking  solutions,  including  SPECTRUM-an 
enterprisewide  management  system.  Adhering  to  a 
strategic  framework  known  as  Synthesis®,  Cabletron 
provides  the  building  blocks  necessary  to  implement  a 
globally  distributed  platform  of  interconnected  local-area 
and  wide-area  networks.  With  Synthesis®,  customers  are 
assured  of  a  smooth  migration  from  connectionless,  router- 
based  networks  to  the  connection-oriented,  switched 
virtual  networks  of  tomorrow,  including  corporatewide, 
Web  server-based  intranets. 


Centura 

SOFTWARE  CORPORATION 

formerly  known  as  GUPTA 

Centura  Software's  charter  is  to  help  our  customers 
implement  applications  that  meet  critical  business 
objectives  over  the  long  haul.  Centura  does  this  by 
delivering  the  powerful  technology  customers  need  to 
build  complex,  large-scale  applications  today  as  well  as  the 
open,  flexible  architecture  that  keeps  companies  well- 
positioned  for  the  future.  The  Centura  product  line  enables 
customers  to  build  powerful  applications  in  a  single 
development  environment  and  deploy  them  in  whatever 
way  they  need:  intranets,  the  Internet,  Java  applets,  three- 
tier,  or  traditional  client/ server. 


Cisco  Systems 


Cisco  Systems  is  the  world  leader  in  networking,  helping 
customers  exchange  information  without  regard  to 
differences  in  time,  place  or  type  of  computer  system. 
Cisco's  solutions  for  corporate  information  networks  and 
the  global  Internet  lead  to  cost  savings,  process  efficiencies 
and  closer  relationships  with  customers  and  business 
partners.  Cisco  is  a  multibillion-dollar  company  serving 
large  enterprises,  service  providers  and  small/ medium 
businesses.  Cisco  is  a  pioneer  in  applying  Internet 
technology  to  business-critical  applications  such  as 
customer  support,  order  entry,  field  sales,  human 
resources  and  marketing. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com 


Corporate  Hosts 


Gomputer 

Associates 

Software  superior  by  design. 

Computer  Associates  International,  Inc.  (NYSE:  CA),  with 
headquarters  in  Islandia,  NY,  is  the  world  leader  in  mission- 
critical  business  software.  The  company  develops,  licenses 
and  supports  more  than  500  integrated  products  that  include 
enterprise  computing  and  information  management, 
application  development,  manufacturing  and  financial 
applications.  CA  has  9,000  people  in  130  offices  in  40 
countries  and  had  revenue  of  more  than  $3.5  billion 
in  fiscal  1996.  CA  can  be  reached  by  visiting 
http://www.cai.com  on  the  World  Wide  Web,  e-mailing 
info@cai.com  or  calling  516  342-5224. 

i  w  Data  General 

Data  General  (http://www.dg.com)  designs  advanced  systems 
using  the  best  available  commodity  technologies,  builds 
software  alliances  to  deliver  leading  enterprise  applications 
and  provides  comprehensive  services  to  design,  implement 
and  support  business  solutions.  AViiON  Intel-based  servers 
with  robust  clustering  capabilities  form  the  core  of  Data 
General's  products.  Complementing  this  line  are  the 
industry-leading  CLARiiON  fault-tolerant  disk  arrays; 
NUMALiiNE  technology  for  next-generation  SMP  systems; 
CYBERSHIELD,  the  highest-security  Internet  server;  and 
THiiN  Line  information  appliances  for  the  Internet. 


or  call  800  366-0246. 


DOLL 

A  Global  500  company,  Dell  Computer  Corporation 
designs,  develops,  manufactures,  markets,  services  and 
supports  a  complete  line  of  personal  computers  compatible 
with  industry  standards.  Dell  is  the  world's  leading  direct 
marketer  of  personal  computers  and  one  of  the  top  five 
personal  computer  vendors  in  the  world.  With  headquar¬ 
ters  in  Austin,  Texas,  and  27  international  subsidiaries, 

Dell  offers  products  and  services  in  more  than  135 
countries  worldwide. 


=!l  Ernst  &  Young  llp 

Ernst  &  Young  LLP,  a  leading  professional  services  firm, 
today  operates  one  of  the  world's  largest  and  most 
influential  management  consulting  practices.  Its  mission  is 
to  add  value  for  our  clients  by  designing  and  implementing 
business  solutions  that  result  in  improved  growth  and 
profitability.  Ernst  &  Young  consultants  are  working  with 
leading  corporations  on  large-scale  reeingineering, 
organizational  change  and  information  technology 
initiatives.  Those  efforts  are  resulting  in  dramatic  cost 
savings,  cycle-time  reductions,  knowledge-based  develop¬ 
ment  and  customer  service  innovations  for  clients. 


HEWLETT® 
mi!HM  PACKARD 

Hewlett-Packard  Company  is  a  leading  global  manufac¬ 
turer  of  computing,  communications  and  measurement 
products  and  services  recognized  for  excellence  in  quality 
and  support.  HP  is  the  second-largest  computer  supplier  in 
the  United  States,  with  revenue  in  excess  of  $38  billion  in 
fiscal  1996  and  112,000  employees  worldwide.  HP  has  a 
strong  history  of  leadership  in  open  systems  and  in  the 
development  of  standards-based  products.  This  standards- 
based  strategy  enables  customers  to  select  the  best  available 
computer  products  from  HP  and  other  vendors  and  link 
them  into  open,  cooperative  networks  that  make  informa¬ 
tion  easier  to  acquire,  share,  manage  and  use. 


I 


Hyperion 

J  JLsoftware 


Hyperion  Software  provides  client/ server  application 
solutions  that  turn  corporate  data  into  meaningful  business 
information  while  supporting  a  full  range  of  financial 
processes,  including  accounting,  budgeting,  global 
consolidation,  reporting  and  analysis.  By  reengineering 
outdated,  restrictive  procedures  and  practices,  Hyperion 
helps  progressive  enterprises  create  highly  efficient 
organizations-with  no  limits  as  to  what  can  be  accom¬ 
plished.  Hyperion's  client  base  includes  over  3,000  large 
corporations,  including  over  50  percent  of  the  Fortune  500. 
The  company  is  known  for  its  high  level  of  customer 
success.  Visit  http:llwww.hysoft.com  for  more  information. 


IBM  Global  Services,  through  its  business  recovery  services 
offering,  provides  customers  in  more  than  60  countries  with 
business  protection,  recovery  and  resumption  services  for 
large,  midrange  and  distributed  multiplatform  computing 
environments.  IBM  was  the  first  business  recovery  vendor 
in  the  U.S.  to  achieve  ISO  9001  registration,  an  internation¬ 
ally  recognized  quality  certification.  Global  Services,  with 
$20  billion  in  revenue  and  operations  in  159  countries,  is 
the  world's  largest  and  most  versatile  I/T  consulting 
services  provider.  Visit  http://www.brs.ibrn.com  for  more 
information. 


U  INFORMIX 

Informix  Software,  Inc.  is  the  leading  supplier  of  high- 
performance  parallel  processing  database  technology  for 
open  systems.  Informix  products  also  include  application 
development  tools  for  creating  client/ server  production 
applications,  decision  support  systems,  and  ad-hoc  query 
interfaces,  and  connectivity  software  that  allows  informa¬ 
tion  to  be  shared  transparently  from  PCs  to  mainframes 
within  the  corporate  computing  environment.  Informix's 
corporate  headquarters  is  based  in  Menlo  Park,  CA.  Visit 
Informix's  Web  site  at  http://www.informix.com  for  more 
information. 

intel 

In  1971,  Intel  introduced  the  world's  first  microprocessor  and 
sparked  a  computer  revolution  that  has  changed  the  world. 
Today,  Intel  supplies  the  computing  industry  with  chips, 
boards,  systems  and  software.  Intel's  products  are  used  by 
industry  members  as  "building  blocks"  to  create  advanced 
computing  systems  for  PC  users.  Intel's  mission  is  to  be  the 
preeminent  building  block  supplier  to  the  new  computing 
industry  worldwide.  Visit  Intel's  World  Wide  Web  site  at 
http://www.intel.com  for  more  information. 

SSLBMS 

LBMS,  Inc.  is  the  leading  provider  of  process  management 
tools  for  Fortune  1000  organizations.  LBMS  Process  Engi¬ 
neer™  provides  a  comprehensive  solution  for  organizations 
to  implement  a  "best  practices"  approach  to  software 
development.  It  enables  continuous  improvement  of  the 
development  process  by  capturing  industry  and  organiza¬ 
tion  best  practices,  deploying  them  on  projects,  automating 
team  workflow  and  capturing  process  improvements  based 
on  actual  usage.  Process  Engineer  is  one  component  of 
LBMS's  Process  Management  solution,  which  also  includes 
tools  for  deliverables  management  and  component  reuse. 
Visit  LBMS's  Web  site  at  http://wiuw.lbms.com  for  more 
information. 


Corporate  Hosts 


LOCKHEED  MARTIN 


Lockheed  Martin  Corporation  has  emerged  as  the  business 
and  technology  solutions  partner  of  choice  for  clients  who 
demand  competitive,  value-added  innovation  in  their 
information  systems.  With  $9  billion  in  IT  sales  and  more 
than  40,000  information  professionals  worldwide,  Lockheed 
Martin  offers  business  and  IT  architecture  services,  applica¬ 
tions  and  systems  integration,  and  information  processing 
operations  for  commercial  and  government  customers. 
Lockheed  Martin's  experience  spans  30  years  of  information 
management  for  clients  in  markets  such  as  retail,  manufac¬ 
turing,  distribution,  health  care,  and  finance  as  well  as  state 
and  local  governments. 


microsystems 

Since  its  founding  in  1982,  Sun  Microsystems  has  promoted 
a  singular  vision:  "The  network  is  the  computer."  While 
others  protected  proprietary  architectures,  we  focused  on 
developing  and  integrating  many  of  the  core  network 
technologies  that  today  are  at  the  heart  of  the  Internet  and 
corporate  intranets.  This  dedication  to  network  computing 
has  made  our  hardware,  software  and  services  the  choice  of 
leading  companies  worldwide-in  manufacturing,  telecom¬ 
munications,  financial  services  and  everywhere  network 
computing  is  used. 


Lucent  Technologies 

Bell  Labs  Innovations 

We  make  the  things  that  make  communications  work.... 
Lucent  Technologies,  Inc.  combines  the  systems  and 
technology  units  that  were  formerly  a  part  of  AT&T  with 
the  research  and  development  capabilities  of  Bell  Labs.  Its 
mission  is  to  provide  customers  with  the  world's  best  and 
most  innovative  data  and  communications  networking 
systems,  products,  technologies  and  customer  support. 
Fueled  by  excellent  people,  Lucent  Technologies  began  its 
new  life  in  1996  as  a  Fortune  40  company. 


w  Tcyas 

Instruments 

Texas  Instruments,  Inc.  is  a  global  high-technology  com¬ 
pany  with  annual  revenues  in  excess  of  $13  billion,  and 
Texas  Instruments  Software,  founded  in  1982,  can  justifiably 
claim  to  be  the  world  leader  in  application  development 
software  tools  and  services.  Its  international  customer  list 
includes  many  instantly  recognizable  companies,  including 
over  1,000  world-renowned  corporate  customers.  Using 
Texas  Instruments  Software  products  and  services,  those 
customers  have  been  able  to  implement  flexible,  quality 
applications  —  easily,  rapidly  and  cost-effectively. 

o 


Sequent  Computer  Systems,  Inc.  is  a  proven  innovator 
uniquely  capable  of  delivering  mainframe-plus  client/ 
server  computing  systems  that  are  guaranteed  to*perform. 
Sequent  has  developed  the  world's  first  production-level 
Intel-based  NUMA  computer  based  on  its  NUMA-Q 
architecture  to  deliver  substantially  greater  speed  and 
performance  than  current  symmetrical  multiprocessor 
systems.  Offering  complete  solutions  through  consulting, 
educational  and  professional  services,  Sequent  hardware 
servers  support  online  transaction  procession,  decision 
support  and  Internet-based  applications  in  more  than 
8,000  installations  worldwide. 


VTEL  Corporation,  based  in  Austin,  Texas,  is  the  industry 
leader  in  applications-oriented  videoconferencing.  The 
company  dominates  the  distance  learning  and  health  care 
markets  through  the  value-added  flexibility  of  the  PC-based 
open  architecture  design  of  its  products.  Using  the 
company's  Enterprise  Series™  products,  customers  are  able 
to  demonstrate  the  impact  and  effectiveness  of  face-to-face 
meetings.  With  fiscal  1996  revenues  of  $91  million,  and 
approximately  500  employees,  the  company  distributes  its 
products  through  a  global  network  of  distribution  partners. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


ENROLLMENT  FORM 


Leading  the  Charge  in  Turbulent  Environments: 
IT  as  a  Change  Agent 

March  23-26,  1997  •  Sheraton  San  Diego  Hotel  &  Marina  •  San  Diego,  Calif. 


Please  visit  our  Web  site  at  http://zvivzu.cio.com  or  Fax  to  508  879-7720.  You  can  also  Call  us 
at  800  366-0246  or  Mail  completed  form  to:  Executive  Programs,  CIO  Communications,  Inc., 
492  Old  Connecticut  Path,  Framingham,  MA  01701. 


NAME 


TITLE 


COMPANY 


ADDRESS  MAIL  STOP 


r  —  —  —  —  —  —  -  -  -  -  —  —  —  —  —  — 


Please 
Attach 
Business 
Card  Here 


CITY 


STATE 


ZIP  CODE 


PHONE 


FAX 


E-MAIL 


COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 


HOTEL  ARRIVAL  DATE  HOTEL  DEPARTURE  DATE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 


TIF1 


OTHER  ACTIVITIES 


CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEE 

□  IS  Practitioners/Executives  □ 

If  you  are  a  CIO  or  IS  executive  or  hold 
another  executive  position,  the  fee 
is  $1,595. 

□  Government/Military 

The  fee,  which  includes  your  hotel  for 
three  nights,  is  $1,993.  Do  not  make  your 
own  hotel  reservations.  CIO  will  make  Q 

them  for  you.  Call  CIO  to  arrange 
additional  hotel  nights. 

□  Sales/Marketing/Consulting 

If  you  hold  a  technology-related  sales,  □ 

marketing,  new  business  development  or 
consulting  position,  the  enrollment  fee 
is  $5,000.  CIO  will  make  the  final 
determination  of  this  category. 


COMPANION  PROGRAM  ($275) 

Companions  must  be  enrolled  in  this  program  to 
attend  any  conference-related  functions.  Includes 
all  scheduled  meals,  receptions,  entertainment, 
companion  breakfast,  stretch  and  tone  class,  and 
a  scenic  San  Diego  by  Land  and  Sea  Tour. 
Conference  session  attendance  not  included. 

I  will  not  be  staying  at  the  Sheraton 
San  Diego  Hotel  &  Marina 


Name  of  alternate  hotel 

GOLF  TOURNAMENT 

Yes,  I'd  like  to  participate  in  the  golf  tournament 
on  Sunday,  March  23  at  10:00am. 

Hosted  by  Sun  Microsystems,  Inc. 


PAYMENT  INFORMATION  (Please  make  checks  payable  to  CIO  Communications,  Inc.) 

□  Check  enclosed  □  Bill  company  (A  purchase  order  #  must  be  submitted) 

□  P.O.#  _ 

□  Credit  card  # _ 

□  AMEX  □  VISA  □  MC  Exp.  _ 

Signature:  ___ _ 


ATTIRE 

Casual!  Please,  no  suits, 
ties  or  business  attire ! 

HOTEL  ACCOMMODATIONS 

A  block  of  rooms  has  been  reserved  at  the 
Sheraton  San  Diego  Hotel  &  Marina.  We  urge 
you  to  make  your  reservations  early  by  calling 
the  hotel  at  619  692-2265.  Be  sure  to  identify 
yourself  as  part  of  the  CIO  conference  to 
receive  the  conference  rate.  Please  make  your 
reservations  early  and  guarantee  your  room 
with  a  credit  card,  as  all  unreserved  or 
unguaranteed  rooms  will  be  released  on 
February  23, 1997.  Hotel  reservations/ 
cancellations  and  charges  are  your  responsibil¬ 
ity.  CIO  will  make  hotel  reservations  for 
government / military  participants  only. 

TRANSPORTATION 

American  Airlines  is  the  official  conference 
carrier.  Call  American  at  800  433-1790  and 
reference  Star  File  #S1237MA.  AVIS  is  the 
official  car  rental  provider.  Call  AVIS  at 
800  331-1600  and  reference  B766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in 
advance  of  the  meeting.  Fee  includes  general 
conference  sessions,  concurrent  sessions, 
corporate  host  displays,  conference  materials 
and  scheduled  meals.  Transportation,  hotel 
and  recreation  are  your  responsibility. 

CANCELLATION 

You  may  cancel  your  enrollment  up  to 
March  7, 1997  without  penalty.  No  refund 
or  credit  will  be  given  for  cancellations 
received  on  or  after  March  7,  2997.  You 
may  send  a  substitute  in  your  place. 

CIO  reserves  the  right  to  decline  enrollment 
of  any  registrant. 


TO  ENROLL  CALL  800  366-0246,  visit  our  WEB  SITE  at 
http://www.cio.com  or  FAX  us  at  508  879-7720. 
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Publishers  Note 


Five  years  ago,  we  set  out  to  recognize  CIOs  and  their  business  partners 
who,  through  collaboration  and  innovation,  have  demonstrated  return  on 
investment  from  the  implementation  of  information  technology.  But  we 
realized  something  along  the  way:  Traditional  ROI  metrics  fail  to  measure 
the  total  value  a  system  can  deliver.  Business  value  comes  in  many  flavors, 
and  the  Enterprise  Value  Award  has  evolved  to  take  into  consideration 
more  than  just  bottom-line  ROI. 

This  year’s  awards  were  given  to  those  organizations  that  could  show 
how  their  technology  investments  helped  further  their  organizations’  strate¬ 
gic  objectives,  that  IT  was  key  to  achieving 
the  overall  business  solution  and  that 
collaboration  between  the  business  unit 
and  IS  organization  existed  throughout 
the  project. 

This  week,  we  will  honor  the  recipients 
of  the  fifth  Enterprise  Value  Awards  at 
the  CIO  Enterprise  Value  Retreat  in 
Dana  Point,  Calif.  And  although  we  rec¬ 
ognize  those  who  envisioned  and  imple¬ 
mented  innovative  system  solutions,  I 
would  also  like  to  pay  tribute  to  the 
companies  that  supplied  the  technology. 
Within  each  Enterprise  Value  Award 
feature,  you  will  find  a  related  section  of  information  detailing  the  hardware, 
software,  network  and  architecture  of  each  winning  system.  The  technology 
vendors  mentioned  in  those  sections  represent  the  backbone  of  the  Enter¬ 
prise  Value  Awards.  It  was  their  innovative  products  and  services  that 
enabled  organizations  like  Bell  Atlantic  Corp.  and  The  Chase  Manhattan 
Corp.  to  create  their  winning  systems. 

The  Enterprise  Value  Award  recognizes  collaboration  for  business  value. 
I’d  like  to  think  that  it’s  not  just  between  the  CIO  and  the  business  unit  but 
also  the  partnership  between  a  company  and  its  technology  vendor.  So, 
congratulations  to  both  the  winning  companies  and  their  vendor  partners. 


bfapu  u. 

P.S.  Be  sure  to  join  us  March  23-26  at  the  next  CIO  Perspectives  Con¬ 
ference,  “Leading  the  Charge  in  Turbulent  Environments,”  in  San  Diego. 
The  conference  will  address  the  multiple  drivers  and  aspects  in  the  change 
process  including  technological  innovation,  rightsizing  and  economic 
influences  as  well  as  the  human  factors,  such  as  leadership  dynamics, 
communication  challenges,  behavioral  impact  and  implementation.  For 
more  information,  call  800  366-0246  or  visit  www.cio.com. 
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Where  do  more 
of  the  top  fifty 

FORTUNE  500 
companies  turn 
for  audit  and 
other  professional 

services? 


NEWS,  INSIGHT,  HUMOR,  REVIEWS 


will  cut 

down  on  conges¬ 
tion,  accidents  and  pollution  associated 
with  stop-and-go  driving.  “When  you 
consider  that  90  percent  of  highway 
accidents  are  caused  by  human  error, 
an  automated  highway  system  will 
save  a  lot  of  lives,”  says  NAHSC  repre¬ 
sentative  Celeste  Speier.  Automated 
highways  also  will  eliminate  the  need 
to  build  new  lanes  by  allowing  vehicles 


Edited  by  Cheryl  Dahle 

Look,  Ma!  No  Hands 


msi  If  you’re  one  of  those 
radio-fiddling,  change-fishing,  lipstick- 
applying,  newspaper-reading  drivers 
who  runs  the  rest  of  us  off  the  road, 
boy,  do  we  have  a  technology  for  you. 
A  group  of  car  makers  and  the  National 
Automated  Highway  System  Consor¬ 
tium  (NAHSC)  are  testing  technology 
in  San  Diego  that  will  allow  motorists 
to  leave  the  trivial  stuff,  like,  say,  driv¬ 
ing,  to  the  car  itself  so  that  they  can  at¬ 
tend  to  more  important  matters,  like 
finding  the  newest  Jacko  tune  on  the 
airwaves. 

In  a  week-long,  no-hands  driving 
demonstration  next  August,  20  vehi¬ 
cles,  including  cars,  a  minivan  and  a 
municipal  bus,  will  hurtle  down  the 
highway  steered  only  by  onboard  com¬ 
puters.  Some  of  the  vehicles  will  use 
sensors  under  their  bumpers  to  follow 
a  trail  of  magnets  embedded  along  a 
7.6-mile  stretch  of  Interstate  15.  Oth¬ 
ers  will  be  equipped  with  cameras  and 
radar  that  feed  steering  information  to 
the  car’s  computer.  Companies  in¬ 


volved  in  the  beta 
include  General 
Motors,  Toyota 
and  Honda, 
which  are  mak¬ 
ing  the  cars; 

Houston 
Metropoli¬ 
tan  Trans¬ 
portation, 
which  is 
building 
the  bus; 
and  Delco 
Electronics 
Corp.  and  Eden 
Corp.,  which  are  design¬ 
ing  the  radar  systems. 

The  $20  million  test  will  be  paid  for 
mostly  by  the  federal  government  and 
managed  by  NAHSC.  The  information 
gleaned  will  bring  the  organization  one 
step  closer  to  having  a  national  proto¬ 
type  to  present  to  the  U.S.  Department 
of  Transportation  by  the  year  2002. 
Proponents  of  such  technology  say  it 


More  Flowers  To  Ya 


BE  MY  VALENTINE 


We  don't  usually  run  personals  in  the 
Trendlines  department.  But  your  sweetie  e-mailed  us  last  week 
asking  us  to  remind  you  to  send  flowers  for  that  special  day  that 
falls  in  the  second  week  of  February.  (We  won't  embarrass  any¬ 
one  by  naming  names.  You  know  who  you  are.) 
And  don't  let  us  hearyou  moaning  about 
how  difficult  it  is  to  find  time  for  the  florist 
when  there  are  dozens  of  online  services 
that  make  that  excuse  obsolete. 
Redbook  Florist  Services  offers  se¬ 
cure  credit  card  transactions,  a 
free  holiday  reminder  service 
and  more  than  35  arrangements 


to  view  and  select  online  at  www.aflorist.com.  Or 
you  can  order  through  Design'd  to  Go  Flowers  at 
www.dunnsys.com/f1owers/,  which  ships  flowers  to 
destinations  as  far-flung  as  South  Africa  and  Aus¬ 
tralia.  Or  there's  1  -800-FLOWERS  at  www.800flowers. 
com/  which  lets  you  pick  flowers,  candy  and  other 
treats  for  any  occasion.  If  you  want  to  know  what  the 
flowers  you're  sending  symbolize,  you  can  even  look 
it  up  at  www.800-usa-gift.com/language.html.  If  you 
forget,  don't  be  surprised  if  you  receive  some  orange 
lilies.  You'll  have  to  look  up  the  exact  meaning  your¬ 
self — we  certainly  can't  print  it.  Suffice  to  say  it's  the 
ultimate  floral  dis.  ■ 
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Choosing  the  wrong  remote 


\y  safe.  Security  is  transparent  to 


If  Tbu  Didn’t  Buy  Ascend’s 

access  products  can  be  a  fatal  Remote  Access  Products  users  and  unauthorized  users 

With  Built-in  Firewall 

mistake.  Only  Ascend’s  leading 


remote  access  solution  with  inte- 


C*  ~| r*i  A  are  completely  restricted.  Plus, 

security,  I  here  Are  Other 

Steps  Tbu  Could  Take.  it’s  all  managed  and  configured 


grated  Secure  Access™  Firewall  can  protect  your  entire 


from  one  central  site,  and  compatible  with  most  ISPs. 


company.  And  only  Ascend  can  do  it  right  now.  From  the 


Call  now.  The  job  you  save  may  be  your  own.  For  your 


corporate  level  to  the  remote  user  to  the  telecom¬ 
muter,  advanced  firewall  security  keeps  every*  site 


n 

ASCEND 


free  copy  of  “Access  Denied:  The  Benefits  of 
Integrated  Security”  Call  1-800-632-8347  ext.  403. 


Remote  Networking  Solutions  That  Work. " 


MAX'"  Family 

Leading  central  site  WAN  access  switch* 

Integrates  Analog  modems,  ISDN  BRI 
&  PRI,  SW56  and  Frame  Relay. 

Scalable  from  8  to  672  ports. 

The  only  central  site  solution  with 
integrated  firewall. 


www.ascend.com 


Pipeline  "  Family 

Award-winning  remote  access  solution. 

Integrates  Analog,  ISDN  BRI,  SW56  and  Frame 
Relay  network  services. 

Includes  Ascend’s  Dynamic  IP  addressing  for 
Internet  Access. 

The  only  remote  site  solution  with  integrated  firewall. 


©1996  Ascend  Communications.  Inc.  Ascend,  the  Ascend 


logo.  MAX.  Pipeline  and  Secure  Access  are  registered  trademarks  of  Ascend  Communications.  lnc.*Based  on  number  of  access  concentrators  sold.  Dell’Oro  Market  Research  Group.  1996 


Trendlines 


to  travel  close  together — 
safely — at  high  speeds. 

Speier  predicts  auto¬ 
mated  highway  systems 
won’t  be  built  for  the  gen¬ 
eral  public  for  another  15 
to  20  years  (so  there’s 
plenty  of  time  for  you  to 
hone  or  develop  those  bad 
driving  habits).  To  accom¬ 
modate  control  freaks 
who  prefer  to  do  battle 
personally  with  other 
morning  commuters,  the 
option  to  drive  in  manual 
lanes  will  still  exist  even 
when  automated  lanes 
become  commonplace. 

“There  will  be  a  gradual 
progression  to  automated 
highway  systems,”  says 
Speier.  “At  first,  there  may 
be  a  ‘driver  alert’  mecha¬ 
nism  that  allows  the  vehi¬ 
cle  to  know  where  it  is 
within  the  lane  bound¬ 
aries.  As  the  car  starts  to 
wander  out  of  the  lane,  it 
would  beep  or  shake  the 
wheel.  With  an  automated 
mode,  the  driver  could  be 
asleep  and  the  car  would 
drive  itself.  Once  the  vehi¬ 
cle  knows  where  it  is  in  the 
lane,  it  can  keep  itself  in 
the  lane.” 

Leaving  you  to  devote 
your  attention  to  that 
morning  crossword. 

-Jennifer  Bresnaban 


An  Easier  Route 

The  1 996  Olympics  spawned  the  largest  telecommuting  experiment  in  history. 
With  the  influx  of  2  million  visitors  to  the  7-square-mile  Olympic  Ring  in  Atlanta, 
the  city  had  to  reduce  the  number  of  people  commuting  to  work  by  2  5  percent. 
Of  the  companies  thattried  telecommuting,  97  percent  recommended  telecommuting 
as  an  alternative  after  the  Olympics  were  over.  70  percent  of  the  workers  said  they 
were  more  productive;  62  percent  said  they  were  better  able  to  focus  on  their  tasks. 

And  98  percent  of  the  companies  plan  to  institute  telecommuting  on  a  permanent 

basis  in  the  future.  SOURCE: SYMANTEC corp- 


Not  Well  Groomed 


UNWEDDED  BLISS 


What  could  be  more  appealing  than 
getting  hitched  in  a  Las  Vegas  ceremony  at  which  a  singing 
Elvis  impersonator  officiates,  sexologist  Dr.  Ruth  plays  the 
flower  girl  and  Microsoft  Corp.  foots  the  entire  bill? 

Staying  single,  apparently. 

"No  one  took  us  up  on  the  offer,"  laments  Dee  Dee 
Walsh,  a  product  manager  at  Microsoft,  which  sponsored 
the  event,  dubbed  GeekFest,  during  the  most  recent 
Comdex  convention.  "Maybe  because  the  attendees  were 
99  percent  male." 

Despite  that  promising  statistic,  one  Jen  Parsons  of 
Microsoft  was  unable  to  snag  a  mate  at  the  event.  She 
arrived  in  a  wedding  dress,  full  of  hope,  and  left  without 
taking  a  vow.  Though  there  was  no  ring  for  this  wed¬ 
ding  belle,  Walsh  says  Parsons' evening  wasn't  a  total  bust. 

"We  went  out  after  the  party,  and  she  received  tons  of  congratulations,"  Walsh  says. 
"No  one  even  commented  that  she  was  missing  a  groom."  ■ 


Supportable  Portables 

Help!  The  portables  are  coming!  According 
to  the  Business  Research  Group,  more  than  20 
million  laptop  computers  will  be  in  use  by  the 
year  2000.  That  means  more  remote  workers 
and  a  bigger  headache  for  IS.  Fully  73percent  of 
IS  managers  and  department  heads  surveyed  by 
the  BRG  said  supporting  mobile  workers  would 
be  a  critical  business  issue  for  them  in  the  future. 


37%  36o/o 


Strongly  Agree  Agree 

◄ - 


Connecting  our  mobile  workforce 
will  be  increasingly  important  to  our 
organization: 


15% 


Neutral  Disagree  Strongly  Disagree 
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ILLUSTRATION  BY  JOAN  HALL 


DECISIONS  ARE  TOUGHER. 

TIME  IS  CRITICAL. 

RESOURCES  ARE  LEANER. 

AND  THE  BUCK  STOPS  WITH  YOU. 


Introducing 

CFO  Vision 


THE  POWER  TO 


...HYPE  JUST  WONT  CUT  IT  ANYMORE. 


FIGURE  IT  OUT. 


919.677.8200  Fax  919.677.4444  In  Canada  1.800.363.8397  www.sas.com/vision/ 


SAS  is  a  registered  trademark,  and  CFO  Vision  a  trademark, 
of  SAS  Institute  Inc.  Copyright  ©  1996  by  SAS  Institute  Inc. 


Stop  crunching  and  start  analyzing.  With 
CFO  Vision  you  can  visualize  your  business 
interactively... and  gain  control  of  informa¬ 
tion  to  spot  opportunities  and  risks  faster 
than  ever  before.  Reengineer  the  entire 
process  of  financial  consolidation,  reporting, 
and  analysis... as  you  accelerate  the  flow 
of  information  to  decision  makers  at  every 
level  of  your  organization. 

With  the  click  of  a  mouse: 

■  Understand  the  facts  beyond  the  figures. 

■  Improve  timeliness  and  availability  of 
business  reporting. 

■  Analyze  every  “slice”  of  your  business — 
from  branch  profitability  to  product  cost 
analysis — in  any  currency. 

Powerful,  award-winning  data  warehousing, 
OLAP,  graphics,  and  EIS  capabilities  are  all 
included  in  one  fully  integrated,  easy-to-use 
solution.  It’s  all  yours  from  one  vendor: 

SAS  Institute,  with  a  proven  track  record 
for  continuous  innovation  and  reliable 
support  at  more  than  29,000  organizations 
worldwide. .  .including  the  Fortune  100. 

For  a  free  preview  of  CFO  Vision,  just 
give  us  a  call  or  send  us  E-mail  at 

cio@sas.sas.com 


A»o 
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Exabyte  Mammoth  is  available  now. 

For  more  information  call  1  -800-EXABYTE 


The  Exabyte  Mammoth  8mm  Tape  Drive 


The  Exabyte  210  Automated  8mm  Tape  Library 


We've  created  a  half-high  8mm  tape  drive 
of  Mammoth  proportions.  With  40-GB 
capacity  and  360-MB-per-minute  data 
transfers,  Exabyte's  Mammoth  meets  today's  most 
demanding  information  storage  needs. 

Fully  compatible  with  a  broad  range  of  system 
architecture  and  software  applications,  Mammoth 
joins  more  than  one  million  other  hardworking 
Exabyte  tape  storage  devices  already  installed 
throughout  the  world. 

Exabyte  is  also  the  world's  leading  designer  and 
manufacturer  of  tape  libraries  —  intelligent, 
automated  storage  systems  that  can  cut  the  time 
and  cost  of  data  management  in  half.  Exabyte's 
480  library  with  Mammoth  drives  stores  3.2  TB 
and  backs  up  1 73  GB  in  under  two  hours. 

Exabyte.  Since  1985,  helping  you  make 
the  best  of  backup. 


The  Exabyte  440/480  Automated  8mm  Tape  Library 


Specifications  assume  2:1  compression.  651996  Exabyte  Corporation.  Exabyte  is  a  registered  trademark  of  Exabyte  Corporation.  Exabyte  Corporation,  1685  38th  Street  Boulder.  Colorado  80301  USA.  Phone  1-800EXABYTE. 
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Off  the  Shelf 


Round-Up:  Measuring 
Corporate  IT 
Investment  Value 

Hundreds  of  books  about  personal  finance  cram  the  business 
shelves  of  the  typical  bookstore,  whereas  just  a  handful  of 
volumes  about  managing  corporate  investments  in  IT  grace 
the  stacks.  Luckily,  three  out  of  four  recent  releases  on  the 
latter  topic  come  highly  recommended. 


ffyitMV  Bllll 


Investing » 
nformation 
r  Technology 


IS  executives  still  struggling  to 
communicate  technology  in¬ 
vestment  strategies  to  their 
CEOs  will  want  copies  of  Invest¬ 
ing  in  Information  Technology 
(Van  Nostrand  Reinhold,  1996) 
for  themselves  and  their  bosses. 

This  book  is  straightforward, 
well-grounded  and  surprisingly 
readable,  although  sometimes 
simplistic.  Chapters  alternate  be¬ 
tween  authors  Bill  Bysinger,  a 
former  CIO,  and  Ken  Knight,  a  CEO 
and  former  business  school  professor.  For  example, 
chapter  nine  gives  Knight’s  practical  advice  about  calcu¬ 
lating  payback  periods,  and  chapter  10  gives  Bysinger’s 
viewpoint  of  cost-saving  and  profit-enhancing  models 
for  justifying  IT  spending.  And  you  know  the  book  is  up 
to  date  when  one  of  the  many  case  studies  demonstrates 
how  one  company  calculated  payback  for  its  World 
Wide  Web  home  page  development  project. 


Be  careful  when  picking  up  the  Bysinger  and  Knight 
book  that  you  don’t  accidentally  purchase  the  similarly 

named  Investing  in  Infor¬ 
mation  Technology: 
Managing  the  Decision- 
Making  Process  (McGraw- 
Hill,  1994)  by  Geoff  Hogbin 
and  David  V.  Thomas,  two 
IBM  consultants.  The  book 
is  extraordinarily  dense 
and  difficult  to  read.  And 
the  fifth  chapter’s  summary 
of  the  groundbreaking  IT 
investment  metric  method- 


Contimied  on  Page  28 


Do  You  Hear 
What  I  Hear? 


SONIC  BOOM 


_  Audio  technology  devel¬ 
opers  have  come  up  with  a  paradoxical 
invention  that  lets  people  hear  better  by 
hearing  less.  Called  HyperSonic  Sound,  the 
development  is  being  lauded  as  the  biggest 
audio  technology  news  since  loudspeakers 
were  invented  in  1 925. 

In  place  of  the  big  black  boxes,  woofers 
and  tweeters  of  traditional  speakers,  the 
invention  from  American  Technology  Corp. 
of  Poway,  Calif.,  uses  a  silvery  disk  roughly  the 
size  of  a  cookie  and  covered  with  about  a 
dozen  piezoelectric  quartz  crystals,  similar 
to  those  used  in  quartz  watches. The  crystals 
vibrate  1 ,000  times  as  fast  as  the  sounding 
device  in  a  traditional  speaker,  emitting 
sound  waves  that  are  too  high  for  humans 
to  hear.  But  when  those  waves  interact,  they 
form  audible  sounds. 

The  speaker's  circular  shape  allows  it  to 
concentrate  sound  in  a  specific  direction,  so 
movie  theaters,  for  example,  might  use  it  to 
replicate  the  sound  of  a  jet  landing  or  a 
heavenly  choir.  But  several  industries  are 
looking  to  use  the  device's  ability  to  "cancel 
out"  noise.  Auto  makers  are  considering 
using  its  inaudible  waves  to  drown  out  en¬ 
gine  noise.  And  hearing-aid  manufacturers 
could  use  the  technology  in  its  devices  to 
eliminate  background  noise.  ■ 


pre-millennium  change 
syndrome.” 

-P.K.  AGARWAL,  CIO  OF  THE 
FRANCHISE  TAX  BOARD  FOR  THE  STATE 
OF  CALIFORNIA,  AT  AN  N.A.S.I.R.E. 
CONFERENCE  IN  PORTLAND,  MAINE. 
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Introducing  Smart  Videoconferencing.  Only  from  VTEL.  Now  your  enterprise  can 
focus  on  running  meetings,  instead  of  videoconferences.  By  simply  pointing  and 
clicking,  employees  can  use  VTEL ®  systems  to  improve  work  sessions,  share  docu¬ 
ments  and  access  the  Internet,  quickly  and  easily.  Smart  Videoconferencing "  makes 
the  technology  transparent,  so  you  can  be  more  productive  and  not  worry  about 
the  equipment.  Because  for  business, 

VTEL’s  not  only  easier,  it’s  smarter. 

SmartVideoconferencing " 


©  1996  VTEL  Corp.  Smart  Videoconferencing  is  a  trademark,  and  VTEL 
and  the  VTEL  logo  are  registered  trademarks  of  VTEL  Corp.  All  other 
trademarks  and  registered  trademarks  are  property  of  their  respective 
owners.  All  rights  reserved.  11/96 


Works  for  you,  not  against  you. 

Smart  Videoconferencing  is  effective 
because  many  of  the  system’s 
capabilities  are  automatic.  For 
example,  during  presentations,  auto¬ 
tracking  cameras  will  follow  you 
throughout  the  room,  and  stay  in 
focus,  without  pressing  a  button. 

Text  written  on  the  interactive 
whiteboard  is  instantly  sent  to 
remote  sites.  And  overheads  and 
other  documents  are  immediately 
transferred  to  all  meeting  participants 
just  by  placing  the  image  on  the 
document  stand.  It’s  that  smart. 

Add  flexibility,  not  expenses. 

Best  of  all,  Smart  Videoconferencing 
works  like  any  other  PC  on  your 
existing  network.  Employees  at 
multiple  sites  can  open  documents 
and  make  changes  during  a 
videoconference.  This  enhanced 
collaboration  helps  users  work- 
together  and  improve  productivity 
by  reducing  travel  costs  and  staying 
within  budget.  To  learn  more  about 
Smart  Videoconferencing  contact  a 
VI. EL  representative  today. 


Call  1-800-299-8835 ext.  11N  or  use 
the  Web  at  www.vtel.com/info/lln 


Trendlines 


Off  the  Shelf 


Continued  from  Page  26 
ologies  of  Paul  Strassmann,  Jack  Rockhart, 
Peter  G.W.  Keen  and  others  leaves  one 
hankering  for  more  information. 


A  more  complete  investigation  of  cost/bene- 
fit  analysis  and  investment  appraisal  tech¬ 
niques  as  they  apply  to  IT  investment  deci¬ 
sions  can  be  found  in  Measuring  the  Value 
of  Information  Technology  (Wiley,  1994). 

Ernst  &  Young 
consultant  John 
Hares  and  ac¬ 
counting  whiz 
Duncan  Royle  of¬ 
fer  in-depth  insight 
into  investment 
and  risk  analyses 
that  they  say 
should  be  a  part  of 
every  IT  manager’s 
daily  life.  The  book 
has  too  many  com¬ 
plex  flowcharts,  but  it 
serves  as  a  good  refresh¬ 
er  course  on  how  rigorous  statistical  meth¬ 
ods  can  be  applied  to  technology  decision 
making. 


m 

doing® 

Harold  Lori 

RIGHT 

n 

For  brand-new  CIOs,  there’s  another  book 
worth  buying.  In  Doing  IT  Right  (Manning 
Publications,  1996),  author 
Harold  Lorin 
does  a  masterly 
job  of  explain¬ 
ing  the  cost-of- 
ownership  is¬ 
sues  in  IT 
(chapter  nine) 
and  the  due- 
diligence  issues 
involved  in  IT 
investment  de¬ 
cisions  (chapter 
10).  A  great 
guide  to  new 
technologies,  the 


book  contains  discussions 
of  tough  topics  like  systems  archi¬ 
tecture  and  software  infrastructure,  which 
are  at  the  heart  of  corporate  America’s  IT  in¬ 
vestment  dilemmas. 

-E.B.  Baatz 


Big  Pipe  Dream 


INTERNET  INFRASTRUCTURE 


You  know  what  they  say — 
you  can  never  be  too  wide  or  have  too  much  bandwidth.  A 
group  of  universities  is  translating  that  maxim  into  action 
with  a  plan  to  build  what  is  essentially  a  second  Internet  in¬ 
frastructure  dedicated  to  broadband  educational  use. 

The  ambitious  project,  dubbed  Internet  II,  will  create  a 
leading-edge  network  for  the  na¬ 
tional  research 
community. 


The  network  will 

enable  a  new  generation  of  bandwidth-hungry  applications, 
such  as  media  integration,  interactivity  and  real-time  collab¬ 
oration.  The  meganetwork  of  research  and  academic  institu¬ 
tions  is  being  hailed  as  a  collaborative  tool  that  could  change 
the  face  of  academia  and  lead  to  valuable  research 
in  multiple  disciplines. 

Institutions  have  embraced  the  project  with  an  enthusiastic 
thumbs-up.  Last  October,  Project  Director  Mike  Roberts  and 
other  advocates  met  with  34  universities  interested  in  becom¬ 
ing  a  part  of  the  educational  and  technical  venture.  Roberts 
hoped  that  at  least  20  would  commit.  But  he  got  nods  from 
all  34,  and  the  number  has  since  more  than  doubled. 

Sponsoring  universities  have  chipped  in  support  staff  “on 
loan”  and  funds  for  the  project. 

The  estimated  cost  per  university  is  expected  to  be  as  high 
as  $500,000  per  year  over  the  next  several  years,  according 
to  Heather  Boyles,  director  of  policy  and  special  projects  for 
the  Federation  of  American  Research  Networks  and  spokes¬ 
person  for  Internet  II. 

Along  with  the  charter  universities,  a  number  of  federal 
agencies  and  many  leading  computer  and  telecommuni¬ 
cations  companies,  including  IBM,  Cisco  Systems,  AT&T, 
MCI  and  Sun,  are  taking  part  in  the  project.  President 
Clinton  has  announced  that  the  federal  government 
will  participate  in  Internet  II  through  the  programs  of  its 
major  research  agencies,  which  will  provide  grant  support. 

Roberts  warns  that  despite  the  immediate  need  and  greed 
for  bandwidth,  the  project  will  take  at  least  five  years  to  im¬ 
plement.  “People  are  going  to  ask,  ‘Why  can’t  we  have  this 
now?’”  says  Roberts.  “At  the  working  and  organizational 
level,  there’s  going  to  be  a  lot  of  pressure,  and  we’re  all  going 
to  need  some  patience.”  -Tom  Wailgum 
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Better  communication. 
Better  teamwork. 
Better  performance. 

Better  planning. 
Better  management. 
Better  service. 
Better  profits. 
Better  integration. 
Better  productivity. 
Better  ideas. 
Better  results. 
Better  outlook. 


A  better  return  on  information.  It’s  what  makes  better  companies. 


SAP  gives  you  more  than  better  software.  We  give  you  a  better  return  on  information. 
We  do  that  with  business  applications  that  integrate  your  company  and  streamline 
your  processes.  And  that  means  everything  from  increased  efficiency  and 
productivity  to  increased  revenues  and  profits.  In  short,  it  means 

a  better  company.  And,  so  far,  SAP  has  helped  nearly  7,000 
companies  in  50  countries  become  just  that.  To  find 

out  what  a  better  return  on  information 

can  do  for  you,  visit  us  at  http:// 
www.sap.com  or  call 

1-800-283- 

1SAP. 


mw 

L.  v  •  '  A  Better  R 


A  Better  Return  On  Information  " 


Metric  Systems  Edited  by  E.B.  Baatz 

UNDERSTANDING  THE  VALUE  OF  YOUR  I.T.  ACTIVITIES 


Software 
Economics  101 

Studying  the  world’s  software  development 
trends  can  help  CIOs  make  the  grade 

BY  HOWARD  A.  RUBIN 


HOW  MUCH  SHOULD  YOU 
spend  to  outfit  a  software 
development  team  in  India? 
Will  you  get  better  service 
from  a  programmer  in  Rus¬ 
sia  or  Japan?  Are  your  Canadian  code 
writers  still  productive,  or  would  a 
Chinese  company  be  a  better  option 
for  you? 

Maybe  10  years  ago  the  informa¬ 
tion  technology  chief  in  a  U.S.  com¬ 
pany  didn’t  have  to  bother  with  such 
arcane  questions.  But  today,  CIOs 
everywhere  must  master  global 
software  economics.  Why? 

Because  nowadays,  soft¬ 
ware  development  is 
proceeding  across 
all  time  zones  of 
the  world  24  hours 
a  day,  seven  days 
a  week.  The  flow 
of  development 
work  from  the 
United  States  and 
other  Western  na¬ 
tions  to  India  and 
Russia  and  the  move¬ 
ment  of  software  products 
over  the  Internet  illustrates 
software  development’s  inter¬ 
national  scope.  For  CIOs  who  can 
understand  and  exploit  that  trend, 
fame  and  fortune  await.  For  those 
who  can’t,  disaster  may  be  imminent. 

Indeed,  some  pioneering  IS  execu¬ 
tives  in  banking  and  telecommunica¬ 


tions  already  are  using  their  knowl¬ 
edge  of  global  software  and  informa¬ 
tion  technology  economics  to  create 
internal  free  market  software  econo¬ 
mies  for  their  own  companies.  They 
are  forming  global  software  alliances, 
making  strategic  offshore  investments 
in  developing  nations  and,  most 
importantly,  carefully  calibrating  the 
cost  and  performance  parameters  of 
their  global  software  development 
teams.  Software  development  and 
maintenance  work  flows  freely 
to  whomever  can  deliver  the 
most  efficient  and  effec¬ 
tive  product  regard¬ 
less  of  time  zone 
or  national  bor¬ 
der.  It’s  enough 
to  make  any 
Adam  Smith 
devotee  proud. 

From  an  in¬ 
ternal  business 
viewpoint,  the 
emerging  need  to 
manage  software 
development  teams  in 
all  corners  of  the  globe 
will  require  companies  to 
gather  more  refined  devel¬ 
opment  information  and  more  accu¬ 
rate  software  metrics  to  support  wise 
decision  making  and  effective  man¬ 
agement.  Alas,  the  traditional  software 
metrics  are  woefully  inadequate  for  the 
task  of  managing  global  software 


development  projects,  although  acade¬ 
mia  and  corporate  America  are  work¬ 
ing  to  understand  the  status  of  soft¬ 
ware  metrics  and  eventually  to  gener¬ 
ate  new  numbers. 

For  example,  in  1995  I  conducted  a 
study  of  global  software  engineering 
companies’  performance  along  with 
researchers  Ed  Yourdon  and  Heidi  Al- 

Pop  Quiz 

Test  your  knowledge  of  global 
software  economics 

1.  India  and  China  employ  the  most 
software  engineers  in  the  world. 

True  or  false? 

2.  Which  country  has  the  world's  most 
productive  software  engineers — 
the  United  States,  Japan,  Canada 
or  India? 

3.  Which  country  charges  the  lowest 
rate  for  a  three-minute  international 
phone  call? 

4.  What  country  do  most  global 
executives  think  does  the  best  job 
of  supporting  business  with  its 
technological  infrastructure? 

5.  Say  a  market  basket  of  computer 
equipment  and  software  (PC,  printer, 
notebook,  online  subscription 
service  and  software  suite)  costs 

$1 3,000  in  the  United  States.  In 
India,  would  the  same  setup  cost 
$5,000,  $13,000  or  $20,000? 

6.  Switzerland  has  the  most  tele¬ 
communications  lines  per  capita. 

True  or  false? 

7.  If  U.S.  companies  outsourced  all  their 
software  development  to  low-wage 
countries  like  India  and  Russia,  what 
percentage  of  the  U.S.  work  could  all 
those  countries  together  handle? 

8.  Which  country  has  the  world's  least 
expensive  software  professionals? 

Answers:  1 .  False.  The  correct  answer 
is  the  United  States  and  Japan  2.  Canada 
3.  Brazil  4.  New  Zealand  5.  $20,000 
6.  True  7.  30  percent  8.  Russia 

SOURCES:  1995  WORLDWIDE  BENCHMARK  PROJECT  AND 
THE  IMD  1 996  WORLD  COMPETITIVENESS  YEARBOOK. 
COMPILED  BY  HOWARD  RUBIN. 
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Honoring  Business  Achievement  Through  The 
Innovative  Use  of  Information  Technology 
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Application  Deadline:  July  1,  1997 
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CIO  Communications,  Inc. 
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AT&T  Solutions 
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The  1998 

Enterprise  Value  Awards 


CRITERIA 

A  panel  of  independent  judges  will  choose 
winners  from  among  entrants  who  have 
submitted  completed  application  forms  to 
CIO  by  July  1, 1997. 

Entries  will  be  judged  on  the  following  criteria: 

■  The  extent  to  which  the  system  adds  business 
value  in  furthering  the  organization’s  strategic  or 
operational  objectives 

■  The  measurable  financial  return  the  system 
provides  to  the  organization 

■  The  extent  to  which  IT  was  key  in  achieving 
the  overall  business  solution — the  “couldn’t  have 
done  it  without  technology”  factor 

■  The  quality  of  collaboration  between  the  busi¬ 
ness  unit  and  IS  organization  that  is  achieved 
throughout  the  course  of  the  project 

Each  finalist  will  be  subject  to  an  in-depth 
analysis  of  the  nominated  system  (to  be  per¬ 
formed  by  CIO  or  its  agents).  That  analysis,  which 
may  require  a  site  visit,  will  be  based  on  inter¬ 
views  with  sponsoring  executives  and  system 
users  and  will  be  designed  to  substantiate  all 
claimed  benefits.  Notification  of  winners  will 
occur  in  October  1997.  CIO  reserves  the  right  to 
publish  relevant  cost  and  savings  figures  that 
establish  the  claimed  ROI  of  the  system;  the  will¬ 
ingness  to  divulge  that  information  for  publica¬ 
tion  is  a  condition  of  entry. 

DEFINING  VALUE 

We  invite  applicants  to  consider  the  broadest 
possible  spectrum  of  enterprise  value.  The 
following  list  of  IT-enabled  benefits  is  intended 
to  help  guide  applicants’  thinking: 

■  new,  innovative  and  more  productive  ways  of 
doing  business 

■  revamped  organizational  structures  or  styles 
of  performing  the  work  of  the  enterprise 

■  the  ability  of  the  enterprise  to  enter  a  new 
market 

■  successful  global  operation  or  expansion 

■  transformation  of  the  way  the  enterprise  com¬ 
petes  within  its  customary  market  or  of  the 
terms  of  competition  within  the  market 


■  improvement  of  the  enterprise’s  relationships 
with  its  external  customers 

■  improvement  of  the  enterprise’s  relationships 
with  its  own  employees  or  among  its  functions 
(such  as  marketing,  finance  or  human  resources) 

■  the  ability  of  the  enterprise  to  compete  more 
effectively  by  adding  to  the  sum  of  its  available 
knowledge  assets 

■  leaner  and  more  economical  operations 

ENTRY  GUIDELINES 

■  The  system  must  have  been  operational  prior 
to  July  1, 1995. 

■  Entrants  must  agree  to  be  featured,  along  with 
their  systems  and  organizations,  in  a  CIO  article. 

■  Entries  must  be  complete. 

■  The  application  form  may  be  reproduced. 

■  Multiple  entries  from  one  company  will  be 
considered,  but  each  entry  must  be  submitted 
separately. 

■  Entries  must  be  made  jointly  by  the  IS  execu¬ 
tive  and  the  business  sponsor  for  whom  the  sys¬ 
tem  delivers  value. 

■  IT  vendors,  public  relations  and  advertising 
companies,  consultants  and  other  third  parties 
may  not  apply  on  behalf  of  another  company. 
They  are  encouraged  to  forward  this  form  to  the 
“owner”  of  the  system  or  to  contact  CIO 
Communications  to  recommend  that  an  applica¬ 
tion  form  be  sent  to  the  client. 

■  All  entries  must  be  computer-generated  or 
typed;  no  handwritten  entries  will  be  accepted. 

■  Entries  must  be  on  8.5-by- 1 1  -inch  paper,  one 
side  per  sheet. 

■  When  feasible,  an  additional  copy  of  the  entry 
should  be  sent  on  a  3.5-inch  disk.  Electronic 
entries  must  be  limited  to  word-processing  and 
spreadsheet  packages  that  are  compatible  with 
Microsoft  Word  and  Microsoft  Excel  on  a 
Windows  or  Macintosh  platform. 

■  To  view  a  complete  sample  application,  or 
tor  more  information  on  the  Enterprise  Value 
Awards,  please  visit  our  Web  site  at  http://www. 
cio.com/Jonims/EVA.httnl. 


The  Most  Prestigious  Awards  Program  Honoring  Innovative  IT  Solutions 


J 


■ 


Enterprise  Value  Awards 


THE  VALUE  OF  IT.  It’s  REAL.  You  know  it,  and  you’ve  proved  it. 
Your  organization  is  actually  realizing  business  value  and  hard-dollar 
benefits  from  IT  investments.  And  although  the  payback  is  its  own 


reward,  the  CIO  Enterprise  Value  Award  will  bring  you,  your  company 


and  your  IT  organization  the  industry  recognition  you  all  deserve! 
Positioning  IT  as  a  Business  Asset 

Yet  the  CIO  Enterprise  Value  Award  goes  beyond 
recognition.  It  is  an  opportunity  to  provide  hard, 


tangible  facts  about  business  value  and  ROI  from  If  YOUR  INNOVATIVE  SOLUTION  meets  the 

information  technology  to  the  business  community  criteria,  please  complete  this  Enterprise  Value  Awards 

at  large.  It  is  an  opportunity  to  demonstrate  how  application  form.  The  Feb.  1, 1998,  issue  of  CIO  will 

partnering  between  business  and  technology  execu-  feature  profiles  of  the  winning  organizations  and  the 
tives  can  lead  to  the  attainment  of  strategic  objectives.  executives  who  have  proved  that  their  technology 
By  communicating  the  payback,  CIO  hopes  to  investments  have  had  a  positive  and  sustained  impact 

encourage  other  businesses  to  invest  wisely  in  IT  to  on  enterprise  value. 


ensure  their  survival  in  a  fiercely  competitive  global 


IN  FEBRUARY  1998,  CIO  will  host  a  special  awards 

ceremony  honoring  the  Enterprise  Value  Award 

winners  at  the  annual  CIO  Enterprise  Value  Retreat. 

For  more  information, 

please  contact 

Lisa  Kerber  at 

(508)  935-4449. 


market. 


Do  YOU  QUALIFY  FOR  AN  ENTERPRISE 
Value  Award? 


Four  criteria  are  essential. 

1 .  A  return  of  value  to  the  enterprise 

2.  A  measurable  financial  return  attributable  to 


the  system 

3.  The  pervasiveness  of  information  technology  — 
in  other  words,  the  strategic  objective  could  not 
have  been  met  without  IT’s  contribution 

4.  A  collaboration  between  an  IT  and  business 
executive 


CIO  Enterprise  Value 
Awards  Timeline 

Application  Due:  July  1, 1997 

Judges  Select  Winners:  October  1997 

Winners  Announced:  October  1997 

Awards  Ceremony:  February  1998 
at  the  CIO  Enterprise  Value  Retreat 
Ritz-Carlton,  Laguna  Niguel,  Calif. 


1996  winners  from 
United  Healthcare  Corp. 


1.  Company/Business  Unit 


3.  Supporters 


name  of  parent  company 

Please  list  four  people  who  are  willing  to  be  interviewed  with 
regard  to  the  system,  its  development,  its  use  and  the  value 
returned.  At  least  one  should  be  a  member  of  the  technology 

city,  state  where  headquarters  are  located 

team  that  developed  the  system  and  should  have  played  a  sig- 

publicly  or  privately  held? 

nificant  role.  At  least  one  should  be  a  primary  user  from  the 
sponsoring  business  unit.  The  other  two  may  be  from  either 

annual  revenues 

organization  or  represent  suppliers,  customers  or  others  inti- 

industry 

mately  familiar  with  the  system. 

name  of  business  unit  or  organization 

A. 

name 

city,  state  where  located 

title 

number  of  employees  at  business  unit 

telephone  fax 

URL 

e-mail 

reason  for  inclusion 

A. 

name  of  entering  IS  executive  /  system  sponsor 

B. 

name 

title 

title 

name  of  division,  department  or  unit 

telephone  fax 

address 

e-mail 

city 

reason  for  inclusion 

state  zip 

c. 

telephone  fax 

name 

e-mail 

title 

B. 

name  of  entering  business-unit  executive  /  sponsor 

telephone  fax 

e-mail 

title 

reason  for  inclusion 

name  of  division,  department  or  unit 

D. 

address 

name 

city 

title 

state  zip 

telephone  fax 

telephone  fax 

e-mail 

e-mail 

reason  for  inclusion 

Deadline:  July  1,  1997 

Mail  to:  Enterprise  Value  Awards  •  CIO  Communications,  Inc. 

492  Old  Connecticut  Path  •  P.O.Box 9208  •  Framingham, MA  01701-9208 


Bell  Atlantic  Corp. 

Gary  R.  Weisenborn 

Vice  President — Information  Systems 
Business  Systems 

Bruce  S.  Gordon 

Group  President 

Consumer  &  Small  Business  Services 


The  Chase  Manhattan  Corp. 

Denis  O’Leary 

Executive  Vice  President  &  CIO 

Frank  Lourenso 

Executive  Vice  President 
Middle  Market  Banking  Group  (MMBG) 


Fidelity  Investments 

Albert  Aiello 

CIO 

President,  Fidelity  Investments  Systems  Co. 

Steve  Akin 

President 

Fidelity  Retail  Customer  Services 


MacGregor  Medical  Association 

Jim  Sloane 

Director  of  Information  Technology 

Laura  B.  Cook 

Chief  Quality  Officer 


Schlumberger  Ltd. 

David  P.  Sims 

Technical  Manager 

Victor  E.  Grijalva 

Executive  Vice  President 
Oilfield  Services 


Presented  By: 

CIO  Communications >  Inc. 

Proudly  Sponsored  By: 

=AT&T 

AT&T  Solutions 
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FANTASIES. 


NOW,  IT'S  A  PLACE 


FOR  CEO'S  TO  FULFILL 


THEIR  FINANCIAL  ONES. 


Introducing  WebSpeed.  The  first  comprehensive  environment  for 
developing  and  deploying  Internet  Transaction  Processing  applications 

http://webspeed  .progress.com 


The  Internet  is  ready  to  bear  corporate  fruit?  Absolutely,  with  WebSpeed  from  Progress  Software.  The  first  development  environment 
that  enables  you  to  create  "self-service"  applications.  Putting  powerful  capabilities  like  order-entry  and  claims  processing  into  the  hands 
of  the  most  important  decision-maker:  your  customer.  Call  1  888  274-7222  or  visit  \A/ohCno 

our  website  for  a  free  evaluation  guide.  Apparently,  some  dreams  do  come  true.  V  vwUwP6 

Now  That's  Progess! 


i  Software  Corporation,  14  Oak  Park,  Bedford.  Maaeachueetts,  01730,  U.S.A.  All  rights  reserved.  WebSpeed  ia  a  trademark  of  Progress  Software  Co 
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INVESTMENT  INSIGHTS 


The  Pentagon  Programs 

The  Feds  release  cash-flow  projection  software  to  the  general  public 


MAKING  TOUGH  technology  investment  deci¬ 
sions  has  just  gotten  a  little  easier,  thanks  to  an 
innovative  management  tool  developed  by  the 
Pentagon.  The  software,  known  as  TurboBPR  by  the 
government  and  now  available  to  consumers  as  BizCase, 
allows  IS  executives  to  rank  investment  alternatives  by 
making  risk-adjusted  discounted  cash-flow  projections. 
The  software  tightly  links  strategic  plans,  mission  objec¬ 
tives,  cost/performance  and  investment  alternatives.  It 
was  developed  by  Mike  Yoemans,  director  of  functional 
process  improvement  at  the  Pentagon,  under  the  guid¬ 
ance  of  former  Defense  Department  CIO  Paul  Strass- 
mann.  More  than  10,000  copies  of  TurboBPR  have  been 
downloaded  by  state,  local  and  federal  government  man¬ 
agers  since  1994. 

Through  an  agreement  with  Arlington,  Va.-based  SRA 


International  Inc.,  in  1996  the  software  was  rewritten  and 
upgraded  for  consumers,  minus  all  the  government  jar¬ 
gon.  Spreadsheet  analyses  of  operational  costs,  current 
and  expected  project  costs,  and  alternative  cost  analysis 
for  IT  projects,  which  often  encompass  hard-to-measure 
business  process  improvements,  prompt  business  man¬ 
agers  to  ask  questions  they  otherwise  might  not  have  con¬ 
sidered.  The  BizCase  process  also  develops  implementa¬ 
tion  barriers  and  migration  issues. 

BizCase  software  runs  on  Windows  3.1  or  Windows 
95  and  is  available  for  $895  from  SRA  International.  A 
demonstration  version  of  BizCase  is  available  on  the  Web 
at  www.sra.com.  TurboBPR,  is  available  free  of  charge  at 
www.dtic.dlaanil/c3i/bprcd/  (there’s  a  printable  tutorial 
to  help  you  get  started).  Click  on  “computer  lab.” 

-E.B.  Baatz 


Choose  A  Partner  Who  Knows  The  Way.  The  competitive  edge 
delivered  by  today's  advanced  distributed  technology  is  critical.  But  the 
costs  can  be  outrageous  -  as  much  as  ten  times  purchase  price  to  maintain 
and  service  the  average  desktop.  That's  why  IT  executives  are  being 


squeezed  so  hard  to  get  control  over  spending  and  achieve  business-driven 
solutions  instead  of  just  high-tech  fashion  shows.  SI  As  a  multi-billion 
dollar  worldwide  provider  of  technology  management  services,  Inacom 
uses  a  tough,  business-driven  approach  to  managing  distributed  technology 


brecht  Battaglia.  The  study  was  dubbed 
the  “Worldwide  Benchmark  Project”  and 
was  funded  by  Industry  Canada,  the 
Canadian  equivalent  of  the  U.S.  Depart¬ 
ment  of  Commerce.  Our  findings  clearly 
demonstrate  the  variability  of  software 
engineering  performance  at  the  corpo¬ 
rate,  regional  and  national  levels  in  terms 
of  productivity,  quality  and  capability. 
We  found  that  based  on  those  criteria, 
the  top-performing  software-producing 
companies  in  the  world  are  200  times  to 
600  times  more  efficient  than  the  bot¬ 
tom-tier  producers.  Software  quality,  as 
measured  by  the  number  of  defects  per 
line  of  computer  code,  varies  by  as  much 
as  100  times  to  1,000  times  among  the 
top  and  bottom  producers. 

We  also  discovered  that  although  the 
huge  disparities  in  software  efficiency  are 
growing  rapidly,  organizational  knowl¬ 
edge  about  the  software  function  remains 
sparse.  For  example,  less  than  one  in  five 
companies  studied  have  a  complete 
application  inventory.  Less  than  one  in 


30  know  the  rate  at  which  their  software 
portfolios  are  changing.  If  those  numbers 
aren’t  enough  to  keep  you  up  at  night, 
consider  this:  Less  than  one  in  1 00  com¬ 
panies  collect  consistent  quality  infor¬ 
mation  about  their  software  projects. 

Of  course,  the  world’s  nations  haven’t 
done  a  very  good  job  of  keeping  track  of 
changing  economic  conditions  either. 
But  if  one  considers  software  engineer¬ 
ing  a  core  competence  of  the  informa¬ 
tion  age,  then  calculating  statistics  about 
national  computing  power  and  telecom¬ 
munications  lines  per  capita,  for  exam¬ 
ple,  will  be  necessary  in  order  for  coun¬ 
tries  to  maintain  or  advance  their  com¬ 
petitive  position.  Yet  industrial-age 
measures  of  performance  such  as  gross 
domestic  product  and  industrial  pro¬ 
duction  continue  to  be  the  primary 
gauges  of  Wall  Street  and  White  House 
economists.  Better  predictors  of  a 
nation’s  growth  and  potential  can  be 
found  by  looking  at  a  country’s  infor¬ 
mation  processing  capacity  and  capa¬ 


bility.  The  country  that  measures  those 
first  will  have  a  leg  up  in  the  global  com¬ 
petition  for  jobs  and  wealth. 

Likewise,  for  corporate  CIOs,  the  race 
is  on.  In  order  to  remain  competitive, 
today’s  corporation  must  develop  an 
understanding  of  the  dynamics  of  glob¬ 
al  software  economics.  Doing  so  will 
require  constant  competitive  calibration. 
That,  in  turn,  will  point  to  new  forms 
and  uses  of  benchmarking.  Data  and 
information  will  be  collected  in  real-time. 

New  metrics,  new  methods  and  new 
competencies  are  clearly  needed  in  the 
rapidly  changing  and  increasingly  glob¬ 
al  field  of  software  development.  Those 
CIOs  who  fail  to  understand  interna¬ 
tional  software  metrics  will  fall  victim  to 
dynamics  they  do  not  understand.  BE! 

Howard  A.  Rubin  chairs  the  computer 
science  department  at  New  York’s 
Hunter  College  and  is  CEO  of  Rubin 
Systems  Inc.  He  can  be  reached  at 
71031. 377@  compuserve.com. 


and  puts  you  in  control  of  your  enterprise.  Nobody  else  does  this  as  well,  or 
as  efficiently  -  one  cohesive  structure  from  design  and  procurement  to 
support  and  asset  management.  Inacom  was  the  first  to  earn  ISO-9001 
quality  certification.  And  we  are  the  first  to  bring  the  complete,  business- 


driven  mindset  to  distributed  technology.  SI  If  you're  absolutely  positive 
your  computer  and  communications  systems  are  delivering  every  ounce  of 
productivity  you  paid  for,  we 
salute  you.  If  not,  we  should  talk. 


800-664-9122  http://www.inacom.com  NASDAQ:  INAC 
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INDUSTRY  ANALYSIS  FROM  THE  RESEARCH  COMMUNITY 


Adapt  or  Die 

To  value  IT  properly  requires  viewing  the 
enterprise  as  an  evolving  ecosystem 

BY  DALE  KUTNICK  and  KAREN  RUBENSTRUNK 


CIOS  CAN’T  ESCAPE  man¬ 
agement’s  insistence  on  estab¬ 
lishing  and  measuring  the 
business  value  of  information 
technology.  Despite  elegant, 
academically  sound  metrics,  most  IT 
value  equations  fail  because  they  at¬ 
tack  the  problem  backward.  To  put  it 
plainly,  IT  by  itself  has  no  inherent 
value.  However,  the  information  that 
IT  makes  available  is  priceless. 

Proper  understanding  of  and  agree¬ 
ment  on  value  are  crucial  to  managing 
IT  strategic  planning.  To  help  CIOs 
encourage  their  companies  to  measure 
the  value  of  information  rather  than 
the  value  of  IT,  Meta  Group  Inc.  has 
developed  the  “information  ecosystem” 
model.  The  model,  which  expands  on 
concepts  presented  by  James  F.  Moore 
in  The  Death  of  Competition  (Harper- 
Collins,  1996),  rests  on  the  premise 
that  to  exploit  information  technolo¬ 
gy  fully,  companies,  business  units  and 
individuals  must  share  information  to 
catalyze  business  advantage  and  chart 
strategic  direction.  Like  Moore’s  busi¬ 
ness  ecosystem,  the  information  eco¬ 
system  model  is  a  biological  metaphor 
that  recognizes  the  codependency  of 
everything  in  an  ecosystem.  Just  as  in 
our  natural  environment,  where  exter¬ 
nal  and  internal  influences  on  an 
ecosystem  force  all  living  things  in  it  to 
evolve,  so  influences  on  the  informa¬ 
tion  ecosystem  change  interactions 
among  employees,  customers  and 
business  partners — the  members  of  an 
information  ecosystem. 

Paradoxically,  the  very  same  mem¬ 
bers  of  the  ecosystem  who  require 


information  to  successfully  interact 
with  the  enterprise  are  simultaneous¬ 
ly  the  sources  of  information  within 
the  ecosystem.  Consider  how  an  ex¬ 
ternal  force,  such  as  the  increasing  rate 
of  innovation,  is  forcing  companies  to 
adapt  more  rigorously  to  markets,  the 
economy,  regulations  and  competi¬ 


tion.  The  next  generation  of  electron¬ 
ic  commerce  will  require  companies  to 
treat  suppliers  and  competitors  as 
partners  and  interact  with  them  at  a 
higher  level.  For  example,  they  might 
share  application-layer  software  to 
manage  knowledge,  logistics  and 
inventories.  Other  external  business 
forces  such  as  “coopetition”  and  col¬ 
laboration  will  increase  the  necessity 
of  aligning  business  goals  with  IT.  No 
business,  and  certainly  no  IS  organi¬ 
zation,  can  survive  in  the  future  by  try¬ 
ing  to  maintain  total  independence. 
Once  an  enterprise  is  seen  as  an  organ¬ 
ic  system  in  which  every  part  strongly 
affects  every  other  part,  the  walls 
between  business  departments  seem  to 
melt  away. 
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Living  Architecture 

The  information  architecture  of  an  organization  is 
the  linchpin  between  the  “I”  and  the  “T.”  As  part 
of  an  ecosystem,  an  information  architecture  must 
encompass  information  principles  that  cross  lines 
of  business.  Such  an  architecture  must  also  regulate 
the  flow,  timing,  depth,  breadth  and  ownership  of 
information.  Finally,  it  must  demarcate  levels  of 
responsibilities  among  the  corporation’s  customers, 
partners  and  employees  for  the  maintenance  of  that 
information. 

External  pressures  on  an  information  ecosystem 
encourage  the  evolution  of  a  “living”  IT  architec¬ 
ture  that,  like  a  complex  organism,  can  adapt  to  an 
ever-changing  environment.  Rather  than  pursue 
architecture  development  by  project,  IS  organiza¬ 
tions  must  buy  into  the  need  to  plan  architectures 
designed  to  accommodate  swift  change.  Old  archi¬ 
tecture  development  methodologies  that  had  an  IS 
shop  that  sequentially  defined  the  business  need, 
developed  the  appropriate  application  architecture 
and  then  implemented  the  supporting  infrastructure 
will  not  work  in  today’s  business  environment. 
Instead,  IS  must  follow  an  adaptive  architecture 
methodology  that  stipulates  simultaneous  defini- 


Culture  Club 

Habits  within  an  organization  transcend  all 
other  behaviors,  planned  or  unplanned 

The  ecosystem  as  a  planning  model  will  seem  senseless 
without  understanding  larger  corporate  cultural  forces. 
This  is  especially  so  for  an  organization’s  “information  soci¬ 
ety,”  the  map  of  how  information  is  moved  and  owned  with¬ 
in  an  enterprise.  The  four  kinds  of  information  societies  are 
■  Monarchy,  in  which  one  person  controls  all  information 
■  Anarchy,  in  which  people  control  all  the  information 
they  can  personally  garner 

■  Feudalism,  in  which  a  few  powerful  groups  exercise 
control  of  information 

■  Federalism,  in  which  shared  information  is  managed 
centrally 

A  federalist  information  society  is  most  effective  because 
where  sharing  information  is  ordinary,  information  has  a 
significant  impact  on  the  interactions  among  employees, 
customers  and  business  partners. 

-D.  Kutnick  and  K.  Rubenstrunk 
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tion,  development  and  implementation. 
Because  of  the  need  for  swift  flexibility, 
an  adaptive  architecture  methodology 
actually  increases  standardization  at  the 
lower  levels  of  infrastructure,  such  as 
communications  and  databases,  and 
encourages  increased  responsiveness  to 
changing  business  needs  at  the  higher 
levels.  Such  an  architecture  will  serve  as 
a  predictive  tool  for  technology  acquisi¬ 
tions  that  meet  yet-to-be-developed  stan¬ 
dards  and  will  encourage  development  of 
a  common  language  used  by  business  and 
IS  for  business  plans  and  funding  discus¬ 
sions.  A  common  language  enables  the 
articulation  of  solid,  value-added  ROI 
links  among  information  requirements, 
business  goals  and  the  technology  neces¬ 
sary  to  achieve  them. 

Information  and  Value 

At  the  heart  of  the  information  ecosys¬ 
tem  is  the  recognition  of  the  dependence 
on  information  as  a  driving  force  behind 
any  decision.  Information  is  a  corporate 


asset  to  be  planned,  budgeted,  acquired, 
used  and  retired.  However,  the  same 
senior  IS  executives  who  give  lip  service 
to  “information  as  a  corporate  asset” 
are  reluctant  to  completely  endorse 
“information  value.”  The  irony  of  all 
this  is  that  most  attention-loving  propo¬ 
nents  of  catchy  phraseology  insist  we  are 
in  the  midst  of  “the  Information  Age.” 

Although  Meta  Group  believes  that 
most  IS  and  business  executives  do  not 
consciously  ignore  the  value  of  informa¬ 
tion,  we  also  believe  there  have  been  no 
decent  tools  for  determining  its  value  in 
the  strategic  planning  process.  IS  has  failed 
in  the  past  by  trying  to  place  a  value  on 
something  most  businesspeople  don’t 
understand — technology.  Although  the 
information  ecosystem  model  is  not  pre¬ 
sented  as  a  panacea,  we  believe  it  helps 
project  prioritization  by  placing  the  busi¬ 
ness  value  emphasis  where  it  is  easiest  to 
understand — on  the  business  information. 

While  organizations  continue  to  en¬ 
counter  difficulty  putting  an  absolute  dol¬ 


lar  figure  on  a  specific  piece  of  informa¬ 
tion,  they  can  easily  rank  information 
needs  and  make  choices  based  on  a  hier¬ 
archy.  For  example,  although  trying  to 
determine  the  worth  of  information  is  dif¬ 
ficult,  most  organizations  can  decide  if  it 
is  better  to  have  access  to  information 
instantaneously  for  $1  million  or  access 
to  information  that’s  24  hours  old  for 
$250,000.  Executives  will  make  that  deci¬ 
sion;  IS’s  role  is  to  highlight  information 
needs  and  offer  different  information- 
based  alternatives  to  business  executives. 
Rather  than  suggest  the  solution,  IS  must 
present  a  variety  of  ways  to  provide  the 
necessary  business  information,  each  with 
a  separate  price  tag,  and  insist  that  busi¬ 
ness  executives  choose.  BE! 


Dale  Kutnick,  president,  CEO  and  re¬ 
search  director  of  Meta  Group  Inc.,  and 
Karen  Rubenstrunk,  vice  president  of 
the  Meta  Executive  Council,  can  be 
reached  at  800  945-META  or  www. 
metagroup.com. 
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SPECIAL  ISSUE 


INTRODUCTION 


This  year's  Enterprise  Value  Award  recipients  possess 
the  key  elements  to  develop  successful  systems:  good  technology 
and  processes,  smart  people  and  a  rock-solid 
sense  of  the  business 

FOR  FIVE  YEARS  NOW,  CIO  has  honored 
companies  that  use  information  tech¬ 
nology  effectively  to  improve  their 
operations  and  reach  their  business 
goals.  During  that  time,  we’ve  expanded  our 
definition  of  value  beyond  strict  ROI  calcu¬ 
lations.  The  risk  in  doing  so,  of  course,  is 
that  the  definition  can  get  too  fuzzy,  too  sub¬ 
jective.  It  may  be  tempting  to  claim  that  a 
system  has  “improved  customer  satisfac¬ 
tion”  or  “decreased  time  to  market”  with¬ 
out  producing  data  to  back  up  those  claims. 

http://www.cio.com 


ILLUSTRATION  BY  LINDA  BLECK 


More  important  than  design  knowledge. 

Beyond  inventive  router  configurations. 

ALLTEL  Enterprise  Network  Services 
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THIS  YEAR’S  WINNERS 

Bell  Atlantic  Corp/S  SaleService  Negotiation  System 
enables  the  company's  consumer  and  small-business  sales 
consultants  to  concentrate  less  on  the  sales  and  data  entry 
processes  and  more  on  the  customer.  As  a  result,  sales  have 
increased,  the  company  is  more  profitable  and  customers 
are  better  served. 

Page  70 

The  Chase  Manhattan  Corp.'s  Relationship 
Management  System  provides  the  bank's  middle-market 
relationship  managers  and  their  supervisors  with  a 
consolidated  view  of  all  relevant  customer  information. 

RMS  gives  users  greater  access  to  current  customer 
information  and  reduces  the  time  required  to  gather 
that  data  from  various  legacy  systems. 

Page  84 

Fidelity  Investments'  Maxxess  delivers  real-time 
market  data  to  Fidelity's  phone  reps,  independent  brokers, 
automated  voice  response  units  and  the  Internet.  Brokers  are 
more  productive,  answering  more  calls  and  providing  better 
information,  and  customer  satisfaction  has  improved. 

Page  62 

MacGregor  Medical  Association's  clinical 
information  system  gives  doctors  at  the  HMO's  28 
ambulatory  health  centers  instant  online  access  to  medical 
records  for  all  of  its  270,000  patients.  Before  implementing 
the  system,  MMA  couldn't  deliver  paper  records  to  the 
appropriate  facility  in  time  for  30  percent  of  patient  visits. 

Page  54 

Schlumberger  Ltd.'s  intranet  with  satellite  links 
makes  unhindered  global  communications  possible  in  even 
the  most  remote  sites.  It  also  provides  the  backbone  for 
client/server  IS  projects  that  save  money  and  create  new 
revenue. 

Page  78 


But  is  value,  like  beauty,  in  the  eye  of  the 
beholder?  To  some  extent,  maybe.  But  for  the 
most  part,  no.  The  companies  we  honor  in  this 
issue  have  proven  the  value  they’ve  created  with 
their  winning  systems.  They  set  out  with  clear, 
specific  goals,  and  they  tracked  their  progress 
along  the  way.  Value  is  the  result  of  a  process; 
it’s  not  something  you  think  about  after  the  fact. 

Business  value  is  not  created  in  a  vacuum. 
This  year’s  Enterprise  Value  Award  winners 
were  guided  by  the  critical  success  factors  in 
their  industries  and  markets.  Neither  is  value 
created  in  isolation  within  the  IS  department. 
Systems  worth  celebrating  are  the  fruit  of  true 
partnership  and  collaboration  between  busi¬ 
ness  and  IS  executives. 

We  hope  you  find  this  issue  of  CIO  inter¬ 
esting  as  well  as  enlightening.  Please  join  us  in 
congratulating  this  year’s  honorees-and  join 
the  winners,  CIO  editors  and  this  year’s  pro¬ 
cess  team  in  a  discussion  of  enterprise  value 
in  our  online  forum,  running  Feb.  10-21  at 
www.cio.com/forums/EVA.html. 


THE  JUDGES 


The  judges  chose  the  winners  based  on  the 
criteria,  filtered  by  their  own  perceptions 
and  experiences.  Nominees  were  present¬ 
ed,  discussed  and  given  an  initial  vote  of 
yes,  no  or  maybe  through  a  secret  ballot. 
We  held  a  second  (and  in  some  cases  a 
third)  round  of  discussion  for  companies 
that  received  inconclusive  votes.  While  we 
pushed  for  consensus,  majority  ruled. 
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THE  PROCESS  TEAM 

I  The  process  team  validated  data,  orga- 

nized  results  and  presented  its  findings  to 
the  judges.  The  team's  objective  was  to 

make  sure  all  the  data  had  been  investi-  j 

gated  thoroughly  and  summarized 
appropriately. 

r  '  ■  v 
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Methodology 

Applications  were  gathered  between  February 
and  July  1996.  CIO  editors  examined  the 
nominated  systems’  value  to  their  organiza¬ 
tions,  the  degree  to  which  they  were  internal¬ 
ly  conceptualized  and  driven,  and  their  abili¬ 
ty  to  deliver  a  measurable  financial  return. 

We  passed  on  the  nine  entrants  that  quali¬ 
fied  for  further  consideration  to  a  process 
team  of  independent  consultants  and  aca¬ 
demics  (see  “The  Process  Team,”  this  page). 
In  August  and  September,  the  team  conduct¬ 
ed  on-site  meetings  with  the  applicants  and 
others  involved  in  developing,  implementing 
and  using  the  systems;  obtained  detailed  infor¬ 
mation  on  the  systems’  costs  and  returns;  and 
observed  the  systems  in  action  to  determine 
their  impact  on  the  business. 

After  concluding  the  site  visits,  the  process 
team  delivered  detailed  reports,  along  with 
notes  and  the  original  application  forms,  to  a 
distinguished  panel  of  judges  (see  “The 
Judges,”  Page  42)  at  a  day-long  meeting  in 
Boston.  The  judges  evaluated  the  material  and 
discussed  it  with  each  other  and  the  process 
team.  There  was  no  minimum  or  maximum 
limit  on  the  number  of  possible  winners.  By 


the  end  of  the  day,  the  judges  agreed  that  five 
of  the  companies  deserved  an  award. 

Deciding  Factors 

The  judges  based  their  decisions  on  four 
major  criteria.  The  most  important  was  the 
extent  to  which  the  system  adds  business 
value  in  furthering  the  organization’s  strate¬ 
gic  or  operational  objectives.  The  second  fac¬ 
tor,  return  on  investment,  was  used  mainly  as 
a  qualifier:  The  measurable  financial  return 
the  system  provides  to  the  organization  was 
considered  in  making  the  first  cut,  but  relative 
ROI  among  the  finalists  was  not  a  big  factor 
in  selecting  the  winners.  The  judges  also 

Business  value  is  not  created  in  a  vacuum.  This  year's 
Enterprise  Value  Award  winners  were  guided  by  the  critical  success 
factors  in  their  industries  and  markets. 


looked  at  the  importance  of  technology  to 
achieve  results-whether  the  business  need 
could  have  been  satisfied  without  the  system 
and  how  much  of  the  overall  process  is 
touched  by  the  technology.  Finally,  applicants 
were  judged  on  the  quality  of  collaboration 
between  the  business  unit  and  IS  organization 
during  all  phases  of  the  project.  EEI 


HONORABLE  MENTIONS 


AMERICAN  RED  CROSS, 
METROPOLITAN  ATLANTA  CHAPTER 

Non-Profit  Business  Integrated 
Management  System 

THE  DUPONT  MERCK 
PHARMACEUTICAL  CO. 

Integrated  Business  Enterprise  System 

LAHEY  HITCHCOCK  CLINIC/MARY 
HITCHCOCK  MEMORIAL  HOSPITAL 

Macintosh  Clinical  Information  System 

■  <* 

MOBIL  OIL  CORP. 

Process  Management  Information 
System 

PRIDE  OF  FLORIDA 

Computer  Integrated  Manufacturing 
System 
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ILLUSTRATIONS  BY  RANDY  LYHUS 
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The  new  Microsoft  Exchange  Server  5.0  brings  together  the  best 
features  of  an  industrial-strength  messaging  system— the  reliability, 
the  scheduling,  the  rules-based  message  management— with  the 
enormous  scope  and  flexibility  of  the  Internet.  Microsoft  Exchange 
is  built  on  current  industry  standards,  so  it  works  across  all 
the  major  network  environments,  in  harmony  with  all  the  major 
messaging  systems,  all  while  delivering  superior  manageability 
and  reliability.  Meanwhile,  Microsoft  Exchange  supports  all  the 


popular  Internet  protocols  and  standards,  so  you  can  extend  all  this 
goodness  to  the  Internet.  Now  ordinary  individuals  can  set  up  dis¬ 
cussion  groups.  Far-flung  teams  can  begin  collaborating.  Users  can 
access  their  mail  from  any  standard  e-mail  client  anywhere— even 
from  a  Web  browser.  In  short,  Microsoft  Exchange,  proud  member 
of  the  Microsoft  BackOffice  family,  gives  you  a  comprehensive 
messaging  and  collaboration  system  that  knows  how  to  make  the 
Internet  perform.  And  that,  my  friends,  is  the  best  of  both  worlds. 


Microsoft 


Where  do  you  want  to  go  today? 


www.mlcrosoft.com/exchange/trial/ 


A  panel  of  IS  cognoscenti  discusses  the  changing  relationship 
of  IT  systems  and  the  businesses  they  support 


'SING  SIMPLE  NUMERIC  TERMS  TO  DEFINE  VALUE  CAN  BE  DANGEROUS,  because  there 
is  a  human  element  that  can  be  neither  calculated  nor  underestimated.  In  business,  value 
emerges  when  people  feel  more  competent,  more  fully  able  to  use  their  time,  talents  and 
judgment  in  ways  that  seem — to  them,  not  just  the  boss — more  useful  and  fulfilling.  Cost 
savings  and  new  revenues  are  the  effects,  not  the  causes,  of  those  passionate  stirrings  with¬ 
in  people.  CIOs  need  to  find  ways  to  identify  and  support  the  intangibles  that  create  value  if  they 
hope  to  reap  the  bottom-line  effects — the  cashola — on  a  continuing  basis.  The  judges  charged 
with  evaluating  this  year’s  Enterprise  Value  Awards  finalists  understand  what’s  behind  the  hard 
cost  savings,  and  they’ve  seen  what  inspires  people  to  excel. 

Some  of  our  judges  (see  “The  Judges,”  Page  42,  for  a  complete  list)  agreed  to  discuss  with  us  their 
particular  methods  for  capturing  the  elusive  concept  of  business  value.  Patricia  M.  Wallington,  vice 
president  and  CIO  of  Xerox  Corp.,  and  John  Cross,  head  of  IT  in  the  BP  Group  of  The  British 
Petroleum  Co.  PLC,  were  joined  by  Albert  Aiello,  CIO  of  Fidelity  Investments  and  president  of 
Fidelity  Investments  Systems  Co.,  who  gracefully  bowed  out  of  the  judging  process  after  his  com¬ 
pany  became  one  of  the  finalists,  and  Rick  Swanborg,  managing  director  of  Tradewinds  Associates, 
who  directed  the  due-diligence  review  of  the  nominations  as  well  as  the  final  judging  process. 


With  the  trend  toward  IT  becoming  more 
pervasive  in  the  organization,  do  you  feel 
that  it  is  more  difficult  to  find  and  prove 
specific  value  today? 

Wallington:  IT  is  far  more  integrated  with  the 
business,  which  means  that  [its  value  can’t  be 
assessed  separately  from  the  value  of  the]  busi¬ 
ness  opportunity  of  which  it  is  just  one  part. 
When  you  get  that  level  of  integration,  you’re 
not  looking  at  IT  in  isolation. 

How  about  IT  projects  that  don't  have  an 
immediate  tie  to  business  value,  such  as 
infrastructure  projects?  Is  it  difficult  to  prove 
value  there? 


Swanborg:  Value  used  to  be  considered  applica¬ 
tion  by  application,  and  now  it  gets  into  some 
of  the  softer  sides  of  the  enablement  of  technol¬ 
ogy,  like  e-mail,  videoconferencing,  exchanging 
documents.  If  your  organization  is  global  and 
you  want  people  to  communicate  more  easily, 
then  the  valuation  of  infrastructure  becomes 
greater.  But  if  the  business  is  still  of  the  mind-set 
that  says,  “We’re  going  to  do  this  an  applica¬ 
tion  at  a  time,”  they  don’t  care  about  anybody 
communicating,  and  infrastructure  becomes  an 
ugly  cost  to  them. 

Wallington:  Infrastructures  are  justified  or  val¬ 
ued  more  as  part  of  overall  strategies  than  as 
part  of  a  particular  project.  And  so  you  look 
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at  what  you  can’t  do  in  the  business  if  you 
don’t  make  that  kind  of  order-of-magnitude 
change. 

Cross:  One  of  the  most  interesting  new  issues 
for  IT  is  the  extent  to  which  the  infrastruc¬ 
ture  has  become  a  major  change  agent  for 
the  reconstruction  of  organizations.  When 
BP’s  new  chairman  arrived,  he  asked, 
“What’s  the  nature  of  an  infrastructure  that 
would  bind  the  corporation  together  [global¬ 
ly]  for  the  future,  that  would  couple  behav¬ 
ior  and  development  to  organizational  struc¬ 
tures?”  That  led  to  a  major  effort  to  turn  us 
into  a  much  more  explicit,  network-centric 
model  of  processing  and  [led]  also  to  some 
extreme  standardization  across  the  desktops 
to  achieve  that  interoperability. 

The  board  had  this  long  debate  about  it, 
and  one  of  the  more  traditional  managing 
directors  asked,  “Now,  what’s  the  cost  of  all 
this?” 

The  chairman  simply  cut  across  all  that. 
“There’s  no  point  worrying  about  that,  gen¬ 
tlemen,”  he  said,  “because  it’s  clear  to  me 
that  we  can’t  proceed  with  what  we  want  to 
do  without  this.”  So  infrastructure  becomes 
sort  of  a  sine  qua  non — without  it,  you  will 
have  nothing. 

And,  secondly,  he  said,  “I  will  automati¬ 
cally  reckon  [the  new  infrastructure]  is  worth 
three  percentage  points  on  my  net  income.” 
So  he  took  a  punt  on  the  perceived  value  on 
what  that  organizational  structure  would  be 
worth  to  the  group’s  income.  And  that’s  a 
strategic  decision. 


That’s  a  very  profoundly  different  dia¬ 
logue  and  debate.  It’s  not  an  application- 
specific  one.  The  debate  about  the  infra¬ 
structure  is  not  a  local  business  unit  subject 
for  debate  anymore.  The  issue  becomes,  now 
that  you’ve  built  the  information  “road”  for 
the  organization,  what  trucks  are  you  going 
to  put  on  it?  That’s  the  next  challenge. 


“We’re  not  VPs  of 
information  technology. 
We  focus  on  the 


Swanborg:  Companies  that  don’t  have  a  transformational  uses  of 

strategic  initiative  generally  have  what  they 
call  “stealth  infrastructure” — they  do  it  by 

project.  They  try  to  incrementally  get  there,  the  technology  and  see 

which,  as  often  as  not,  is  very  tough. 


Wallington:  What’s  interesting  to  me  is  your 
comment,  John  [Cross],  that  infrastructure 
can  be  and  is  discussed  at  the  board  level 
and  certainly  at  the  senior  executive  level 
today.  I  don’t  think  we  saw  that  five  or  six 
years  ago. 

How  have  you  used  infrastructure  to  point 
the  company  in  a  particular  strategic 
direction? 


the  intersections  of 
technology  and  business 
opportunities." 

-Patricia  Wallington 


Cross:  We  developed  a  colloquium  for  the  top 
30  executives,  which  included  the  board,  to 
really  look  at  the  emerging  technologies  in  the 
next  two  to  five  years.  [We  wanted  to  investi¬ 
gate]  the  extent  to  which  those  technologies 
are  going  to  radically  change  the  way  people 
work  together  and  impact  the  value  chain 
from  supplier  to  customer.  Will  disintermedia- 
tions  occur?  If  so,  where  will  those  be? 

Another  question  was,  “To  what  extent  are 
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“Value  used  lobe 
considered  application 


those  technologies  going  to  enable  knowledge 
management  in  more  profound  and  powerful 
ways?  From  all  that  came  a  strategy  paper  for 
the  board,  and  that  was  where  the  justifica- 
tion-of-infrastructure  debate  came  from. 


by  application, 
and  now  it  gets  into 


What  processes  or  strategies  have  you 
used  to  clarify  the  value  of  IS  to  business 
executives?  What's  an  effective  communica¬ 
tion  strategy? 


some  of  the  softer  sides 
ofthe  enablement 


Aiello:  I  don’t  know  if  there  are  magic  words 
that  will  the  make  the  doors  open.  If  you  have 
a  track  record  of  credibility,  the  next  time  you 
go  in  there,  they’ll  remember  that  you  were 
right  the  last  time  you  came  in. 


of  technology, 
like  e-mail, 
videoconferencing, 
exchanging  documents.” 

-RickSwanborg 


Wallington:  But  we’re  moving  into  an  envi¬ 
ronment  where  there’s  less  suspicion  and  mis¬ 
trust  of  the  value  of  IT.  There’s  much  more 
pull  from  the  business  to  create  and  give  more 
value.  You  do  still  have  the  occasional  execu¬ 
tive  who  is  not  comfortable  with  IT  and  is  not 
as  steeped  in  the  knowledge  of  the  impact  it 
can  have  on  his  business.  You  need  to  recog¬ 
nize  where  people  are  coming  from  and  tailor 
your  communication  in  such  a  way  that  it’s  at 
the  right  level;  and  you  may  have  to  expect 
that  you  have  a  longer  selling  process,  per¬ 
haps,  with  some  people  because  they  need  to 
internalize  it  in  much  smaller  steps. 


Beyond  simply  selling  the  value  of  a  given 
project  or  business  initiative,  how  can  you 
influence  the  CEO's  thoughts  about  value 
from  IT? 

Wallington:  Well,  I’m  in  the  happy  circum¬ 
stance  of  having  a  CEO  who  always  asks  the 
right  questions  on  a  regular  basis.  The  first 
is,  “Do  I  have  a  world-class  infrastructure?  If 
not,  what  does  a  world-class  infrastructure 
look  like  today?” 


The  second  question  is,  “What’s  possible 
as  a  result  ofthe  technology?” 

That  kind  of  dialogue  brings  the  best  of 
the  knowledge  from  both  perspectives  to  the 
table.  To  me,  that  is  absolutely  the  consum¬ 
mate  role  of  the  CIO.  That’s  why  we’re  not 
VPs  of  information  technology.  We  focus  on 
the  transformational  uses  of  the  technology 
and  see  the  intersections  of  technology  and 
business  opportunities. 

If  you’re  talking  to  the  presidents  of  the 
divisions,  you  can  bring  that  down  a  level 
and  talk  about  continuous  improvement, 
ways  to  be  more  efficient,  ways  to  manage 
the  resource  differently,  but  the  CEO  is  wor¬ 
ried  about  the  future. 

If  it's  true  that  CEOs  are  becoming  more 
enlightened,  does  that  mean  you  are  asked 
to  quantify  value  in  ways  other  than,  "Is  it 
going  to  let  us  enter  this  new  market?"  or 
"Is  it  going  to  enable  us  to  collaborate  around 
the  globe?" 

Cross:  Recently,  we  examined  some  tech¬ 
nologies  that  we  thought  had  the  potential 
to  achieve  something.  The  CEO’s  expecta¬ 
tion  was  that  should  it  prove  valuable,  the 
business  line  managers  would  see  it  and 
would  be  happy  to  pay  for  the  next  stages. 

So  really  he  was  buying  an  “option”  on 
the  technology  to  see  if  there  was  value.  If  it 
proved  itself,  he  expected  there  would  be 
business  pull  for  its  [subsequent  application 
in  other  activities]. 

Aiello:  We  have  a  dedicated  [advanced  tech¬ 
nology]  group  that  culls  information  on  new 
technologies  because  there  are  literally  hun¬ 
dreds  of  them  out  there  right  now.  We  cou¬ 
ple  that  with  an  approach  that  says  we  invest 
for  the  long  term  and  don’t  have  to  necessar¬ 
ily  recover  the  money  quickly — and,  by  the 
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way,  any  prototypes  must  ultimately  gain  the 
support  of  line  management.  And  over  three 
or  four  years,  I  want  to  see  how  they’ve  all 
worked  out.  The  process  is  sort  of  like  R&D 


at  a  pharmaceutical  company.  They  invest  a 
lot  of  money  in  various  drugs,  some  of 
which  ultimately  go  to  market  and  make  a 
lot  of  money  and  some  of  which  don’t. 

That’s  a  model  for  technology  in  this  day 
and  age.  It’s  not  an  immediate  cost  justifica¬ 
tion  of  something.  It’s  actually  an  R&D 
approach. 

In  terms  of  measuring  value  within  the  IS 
department  itself,  traditionally  the  focus  has 
been  on  things  like  application  development 
and  cycle  time.  How  do  you  move  beyond 
an  inside  focus  to  an  outside  focus  that 
measures  the  value  of  your  own  people  and 
processes  in  terms  of  their  contribution  to 
the  business? 

Aiello:  How  about  surveying  the  business? 
We  survey  a  thousand  internal  customers 
every  quarter  on  all  the  products  and  ser¬ 
vices  we  deliver,  and  those  survey  measures 
are  used  for  corrective  action  on  each  of  the 
products  and  services,  from  e-mail  to  com¬ 
puting  capability  to  telecommunications. 

We  send  the  surveys  out  electronically  and 
usually  get  about  a  60  percent  response  rate. 
And  we  take  a  [perception]  survey  once  a 
year  of  our  28  most-senior  business  people. 

One  of  the  questions  is,  “How  satisfied 
are  you  with  the  perception  your  industry 
has  of  our  technology?”  Or,  “Do  you  feel 
like  your  systems  development  process  is 
cost-effective?”  Once  you  get  that  percep¬ 
tion  back,  you  target  those  senior  man¬ 
agers  and  try  to  address  their  perceptual 
issues.  As  you  all  know,  this  is  not  a  busi¬ 


ness  of  merely  managing  nuts  and  bolts.  It’s 
also  a  business  of  managing  expectations 
and  perceptions. 

Wallington:  We  also  do  some  event  surveys, 
so  three  months  after  the  launch  [of  a  big 
project],  we’ll  put  out  a  customer  survey  on 
a  global  basis.  We  come  up  with  one  num¬ 
ber  for  customer  satisfaction.  We  track  it 
over  the  years.  We  actually  do  that  as  part 
of  our  EDS  service-level  measurement 
[Xerox  has  an  outsourcing  relationship  with 
EDS  Corp.]. 

We  use  our  quality  tools  to  go  in  and 
understand  what  the  top  dissatisfiers  are  in 
each  local  unit,  and  then  we  look  for  the 
systemic  issues  that  may  have  to  be  dealt 
with  from  a  corporate  perspective. 

Cross:  We  borrowed  the  old  Nolan,  Norton 
Balanced  Business  Scorecard  model  to  track  a 
number  of  components.  One  is  the  efficiency 
of  the  service’s  unit  costs,  and  we  do  external 
benchmarks  for  that.  We  track  [and  examine] 
good  practices  shared.  And  the  third  compo¬ 
nent  is  the  customer,  both  at  the  operating 


level  and  the  perception  level.  That’s  out¬ 
sourced,  so  it  sits  as  an  important  piece  of 
qualitative  feedback  because  we  pay  depend¬ 
ing  on  the  quality  of  the  service. 

Aiello:  We  also  [measure]  employee  satisfac¬ 
tion.  They  like  responding  if  they  think  there’s 
someone  listening  on  the  other  end.  When  we 
get  the  results,  we  go  back  to  workgroups  and 
discuss  them.  The  theory  these  days  is  that  to 
get  satisfied  customers,  you  need  satisfied  [IS] 
employees.  HID 


“We  survey  a  thousand 
internal  customers  every 
quarter  on  all  the 
products  and  services  we 
deliver,  and  those  survey 
measures  are  used  for 
corrective  action  on  each 
of  the  products  and 
services.” 

-Albert  Aiello 


Senior  Writer  Christopher  Koch  can  be 
reached  at  ckoch@cio.com. 
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natural-language  formulas  in  Microsoft  Excel  and  "freehand”  table  drawing  in  Word,  to  name  a  few.  There's  also  a  new 
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Laura  Cook,  chief  quality  officer , 
and  Jim  Sloane,  director  of  IT, 

I  I  partnered  to  jA'ild  a  patient 

(records  syste^  that  even  M 
computer-phobic  doctors  love'M 


EVERY  YEAR,  Houston’s  MacGregor 
Medical  Association  (MMA)  provides 
health  care  to  some  3,000  pregnant 
women  who  dutifully  leave  urine  samples 
in  plastic  cups  and  proffer  their  arms  for 
blood  tests  at  each  checkup.  When  one  patient’s 
urine  test  result  showed  evidence  of  small 
amounts  of  protein  in  early  1996,  her  doctor 
wasn’t  overly  concerned;  such  samples  are  fre- 
quently  contaminated.  But  as  Dr.  Martin 
Pernoll,  MMA’s  chairman  of  obstetrics  and 
gynecology,  reviewed  the  weekly  test  results  of 
pregnant  women,  hers  worried  him  enough  to 
recommend  a  full  workup.  The  patient,  it 


turned  out,  had  lupus,  a  chronic  disease  that 
affects  the  immune  system,  but  didn’t  know  it. 
Because  her  condition  was  diagnosed  early,  she 
was  put  on  a  treatment  plan  that  prevented 
complications  that  often  accompany  the  dis¬ 
ease:  kidney  problems,  hypertension,  preterm 
deliveries  and  miscarriages.  She  gave  birth  to  a 
healthy  baby  and  now  sees  a  specialist  to  con¬ 
trol  her  lupus. 

What  allowed  Pernoll  to  flag  the  woman’s 
chart  and  recommend  further  tests  was  a  state- 
of-the-art  electronic  patient  system  that  lets  him 
spend  just  an  hour  each  week  reviewing  all  of 
the  nearly  2,700  current  obstetric  charts  for 


HM*® m 
*  '*  x. 


This  HMO  discovered  that  taking  good  care  of  patients 
can  also  be  good  forthe  bottom  line 
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abnormal  lab  results,  worrisome  conditions  or 
family  histories,  and  unusual  treatment  meth¬ 
ods,  all  referred  to  as  “outliers.”  The  system 
not  only  enables  MMA  to  serve  a  growing 
number  of  patients  but  also  helps  the  HMO  go 
beyond  caring  for  patients  one-on-one  to  treat 
them  as  a  population  as  well.  “So  many  prob¬ 
lems  are  not  sins  of  commission,  but  are  simply 
due  to  the  fact  that  information  was  overlooked 
or  not  available,”  says  Pernoll.  “A  system  like 
this  minimizes  the  chance  of  that  occurring.” 

MMA  patients  haven’t  always  had  the  lux¬ 
ury  of  an  extra  set  of  eyes  gazing  at  their 
charts.  In  fact,  in  the  late  1 980s,  doctors  didn’t 


have  access  to  patient  records  during  30  per¬ 
cent  of  patient  visits.  Houston’s  largest  group- 
model  HMO,  MMA  specializes  in  outpatient 
medicine.  At  that  time,  it  had  11  health  cen¬ 
ters  and  relied  on  an  extensive  courier  system 
to  transfer  records  needed  for  the  next  day’s 
appointments  from  a  central  filing  location  to 
the  appropriate  facilities.  But  for  patients 
needing  immediate  attention,  there  was  a  55 
percent  chance  that  their  records  would  not 
arrive  in  time  if  they  booked  a  same-day 
appointment.  Not  only  was  valuable  appoint¬ 
ment  time  wasted  reconstructing  the  patient’s 
medical  history,  but  unreliable  patient  mem- 
ories-and  the  fact  that  patients  don’t  always 
understand  the  relevance  of  key  facts  doctors 
need-meant  that  physicians  had  to  practice 
medicine  with  incomplete  information  at  their 
disposal.  And  without  access  to  patients’  test 
results,  doctors  often  ordered  duplicate  tests, 
which  cost  the  HMO  money  and  put  patients 
through  unnecessary  turmoil. 

CIO  Keith  Martin  and  CEO  and  Medical 
Director  Dr.  James  R.  Birge  believed  an  elec¬ 
tronic  patient  records  system  could  solve  those 
problems  and  envisioned  building  an  inte¬ 
grated  clinical,  scheduling  and  billing  system. 
When  Martin  and  Jim  Sloane,  director  of  IT, 
set  out  to  tackle  the  patient  record  issue,  they 
couldn’t  find  a  single  electronic  patient  record 
system  on  the  market  that  addressed  the  needs 
of  group-based  practices,  though  they  found 

http://www.cio.com 


plenty  of  options  for  keeping  tabs  on  bills. 
“Computer  systems  in  hospitals  are  all  finan¬ 
cially  driven,”  says  Birge.  Such  systems  track 
only  “the  diagnosis,  sending  the  bill  and 
whether  the  hospital  got  money  for  the  bill  it 
sent.  They  have  nothing  to  do  with  the  prac¬ 
tice  of  medicine.”  What’s  more,  hospital  care 
tends  to  be  episodic,  says  Martin,  and  it’s  the 
long-term  patient-doctor  relationship  that 
really  counts.  Because  its  patients  can  see  any 
doctor  at  any  facility,  MMA  had  no  choice 
but  to  build  its  own  system. 

First  released  to  physicians  in  October  1991 
as  a  character-based  Cobol  inquiry  system, 
MMA’s  Clinical  Information 
System  (CIS)  has  evolved  into 
an  intuitive,  GUI-based  client/ 
server  application  that  doctors 
can  access  through  PCs  located 
in  their  offices,  outside  exam 
rooms,  at  nurses’  stations  or  at 
MMA-affiliated  hospitals’ 
emergency  rooms  and  labor 
and  delivery  rooms.  Some 
physicians  also  have  access  to 
the  system  from  home  over  the 
Internet  or  via  a  dial-up  modem. 

Caregivers  can  pull  up  records  by  typing  in 
a  patient’s  name,  medical  record  number  or 
social  security  number  or  by  clicking  on  the 
patient’s  name  on  a  screen  that  shows  doctors’ 
daily  appointment  schedules.  At  the  top  of 
each  record  are  two  standard  boxes  outlining 
the  patient’s  significant  problems  and  any 
drug  allergies.  Below  those,  a  transcription 
tab  pulls  up  headlines  for  all  progress  notes 
from  each  patient  visit,  regardless  of  doctor 
or  facility.  Users  click  on  the  headlines,  which 
appear  in  reverse  chronological  order,  to  read 
the  full  text,  and  they  can  conduct  keyword 
searches  on  one  or  more  notes.  The  screen 
also  has  tabs  providing  quick  access  to  all  lab 
results  (critical  information  appears  in  red)  as 
well  as  the  patient’s  immunization  history  and 
demographic  information.  An  expanded  ver¬ 
sion  of  CIS  allows  Pernoll  and  his  OB/GYN 
staff  to  track  37  different  health  factors 
throughout  a  pregnancy;  when  a  woman 
shows  up  at  the  hospital  in  labor,  the  attend¬ 
ing  physician  knows  as  much  about  her  preg¬ 
nancy  as  her  own  doctor  does. 

Sloane,  Chief  Quality  Officer  Laura  B.  Cook 
and  Manager  of  Applications  Development 
Gina  Hightower  worked  closely  with  clinical 
practitioners  to  develop  a  system  that  would 
meet  physicians’  needs,  and  they  still  welcome 
input  from  caregivers  through  a  feedback  but¬ 
ton  built  into  the  application — but  they  didn’t 
force  doctors  to  use  the  system  at  first.  Those 


DEFINING  VALUE 


MacGregor  Medical  Association's  Clinical  Information  System  gives 
doctors  at  the  HMO's  28  ambulatory  health  centers  instant  online 
access  to  medical  records  for  all  of  its  270,000  patients.  The  system 
has  more  than  paid  for  itself  by  enabling  reductions  in  medical 
records  staff,  shorter  hospital  stays,  fewer  preterm  births,  less 
neonatal  intensive  care  treatment,  less  duplication  of  lab  tests 
and  X-rays,  and  fewer  lawsuits. 


“It’s  hard  to 
measure  ROI  in 
the  health-care 
industry,  but  I’d  say 
their  numbers  are 
impressive,  and  it’s 
inherently^  to 
have  information 
available  to  doctors.” 

-John  Glaser 


CIO  /  FEBRUARY  1 ,  1  997  55 


©1996  Computer  Associates  international,  Inc.,  Islandia,  NY  11788-7000 
©1996  Digital  Equipment  Corporation.  DIGITAL,  the  DIGITAL  logo,  AlphaServer, 
AlphaStation  and  Polycenter  are  trademarks  of  Digital  Equipment  Corporation. 
All  other  product  names  referenced  herein  are  trademarks  of  their  respective  companies. 


The  DIGITAL  AlphaServer  "  and 
AlphaStation™  systems  and  CA-Unicenter® 
together  create  the  world’s  most  powerful 
enterprise  management  solution. 

It  combines  the  world’s  fastest  high- 
performance  servers  and  workstations 
with  the  industry  standard  for  network  and 
system  solutions.  With  the  integration  of 
Polycenter, ™  it's  a  single  integrated  solu¬ 
tion  that’s  delivered  and  supported  by  over 
20,000  of  DIGITAL’S  industry-leading  ser¬ 
vice  and  support  professionals. 


CA  Unicrntcr  TNG  tnijrirrr,o|H)OK.99| 


COMPUTER 

ASSOCIATES 


WINNER  PROFILE:  MACGREGOR  MEDICAL 


Perhaps  the  most 
important  benefit 
of  the  system  is  that 
it  makes  proactive 
care  possible. 


who  tried  it  quickly  became  advocates  for  the 
system;  one  of  MMA’s  founding  physicians 
went  from  being  “allergic”  to  computers  a  few 
years  ago  to  clamoring  for  more  memory,  says 
Pernoll.  Adds  Birge,  “The  process  to  move 
paper  records  was  so  abysmal  that  when  this 
showed  up  the  doctors  fell  all  over  them¬ 
selves — even  the  computer-phobic  people — 
because  they  were  so  exasperated  with  the  non¬ 
system  that  was  present  before.”  CIS  makes  a 
big  difference  to  patients  as  well,  says  Dr.  Peter 
J.  Schwarz,  a  gastroenterologist  and  chairman 
of  MMA’s  Health  Information  Management 
Committee.  “They  know  that  you  know  more 
about  them  and  that  you’re  not  making  deci¬ 
sions  based  on  assumptions,”  he  explains. 

Doctors  bought  into  the  system  because  it 
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satisfies  a  real  need  for  information  and 
doesn’t — yet — require  them  to  key  in  any  data. 
Although  OB/GYN  doctors  or  their  assistants 
do  type  some  information  into  the  perinatal 
system,  most  physicians  merely  dictate 
progress  notes  into  a  phone-based  recording 
system.  Today,  those  notes  are  transcribed  and 
entered  into  CIS  within  48  hours;  once 
speech-to-text  technology  matures,  Sloane 
hopes  to  eliminate  the  need  for  transcription. 
Information  about  procedures,  immuniza¬ 
tions,  drug  allergies  and  diagnoses  from  the 
“encounter  forms”  doctors  fill  out  for  billing 
purposes  also  winds  up  in  CIS,  as  does  demo¬ 
graphic  information  collected  when  new 
patients  book  appointments.  The  system  pro¬ 
vides  access  to  all  records  dating  from  1991, 
and  plans  call  for  scanning  in  records  from 
other  institutions  by  1998. 

Birge  and  Martin  had  little  difficulty  con¬ 
vincing  MMA’s  board  of  the  business  value  of 
providing  caregivers  with  immediate  access  to 
patient  records  when  they  asked  for  funding  in 
1990.  Although  IS  did  not  establish  specific 
metrics  for  measuring  ROI  at  the  outset,  the 
$8  million  system  has  more  than  paid  for  itself 
in  hard  and  soft  returns  that  resulted  from 
reductions  in  medical  records  staff,  shorter  hos¬ 
pital  stays,  fewer  preterm  births,  less  neonatal 
intensive  care  treatment,  less  duplication  of  lab 
tests  and  X-rays,  and  fewer  lawsuits. 

“It’s  hard  to  measure  ROI  in  the  health¬ 
care  industry,  but  I’d  say  their  numbers  are 
impressive,  and  it’s  inherently  good  to  have 
information  available  to  doctors,”  says 
Enterprise  Value  Award  judge  (and  former 
winner)  John  Glaser,  CIO  and  vice  president 
of  Partners  HealthCare  System  Inc.  in  Boston. 
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THE  BOTTOM  LINE 


Total  Gross  Investment:  $8M  |  Total  Gross  Return:  $9.3M 


Net  ROI  =  16.3% 


A  REDUCTION  IN  PRETERM  BIRTHS  and  neonatalmtensive  care 
treatment  accounted  for  the  largest  savings.  Indirect  savings 
from  a  reduction  in  lawsuits  and  improved  patient  health  were 
also  significant.  MMA  executives  view  the  ROI  numbers  as 
"conservative." 


“What’s  noteworthy  is  the  intelligence  of  the 
implementation — the  organizational  and  clin¬ 
ical  commitment  to  doing  it  and  doing  it  well. 
In  health  care,  people  are  unsure  of  ROI  and 
hence  fail  to  commit.  These  folks  committed.” 

Although  trickier  to  pin  down,  the  positive 
impact  on  the  quality  of  care  is  likely  more 
significant  than  bottom-line  ROI.  Cook  says 
CIS  not  only  helps  her  track  quality  more 
accurately  but  also  has  simplified  her  job  of 
convincing  doctors  to  focus  on  quality 
improvement.  Before  CIS  went  online,  Cook, 
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Introducing  The  Virtual  IP  Network,  only  from  FTP  Software. 


Secure,  open  connections  that  extend  the  reach  of  your  business. 


Your  users  are  located  everywhere.  Just  like  your  information. 
Connecting  both  in  a  totally  open,  yet  secure,  managed 
environment  is  what  our  networking  strategy  is  all  about.  We  call 
it  the  Virtual  IP  Network  -  the  FTP  Software  family  of  products 
that  provide  IS  managers  with  new  levels  of  security,  manageability, 
customization,  and  connectivity  based  on  user  profiles  instead  of 
IP  addresses.  So  users  get  the  information  they  need,  and  you  get 
the  control  you  demand.  Imagine  the  productivity  potential.  The 
cornerstones  are  ready  now  -  OnNet®32  and  Internet  Gateway 
for  NetWare  -  with  more  to  come.  Curious  about  Virtual  IP 
Networks?  Call  us  for  your  Virtual  IP  Network  information 
packet  or  visit  our  Web  site. 

1-800 -282-4FTP,  ext.  5308  •  http://www.ftp.com/vip/a210 

FTP  Software,  the  FTP  Software  logo,  and  OnNet  are  registered  trademarks  of  FTP  Software,  Inc. 
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ANATOMY  OF  THE  SYSTEM 


Hardware:  486and  Pentium 
workstation  clients  running 
Microsoft's  Windows  3.1, 
Windows  for  Workgroups  or 
Windows  95  link  to  a  Tandem  * 
Computers  Inc.  RISC-based, 
fault-tolerant,  eight-proces¬ 
sor  Himalaya  server.  The 
Clinical  Information  System 
(CIS)  relies  on  Tandem's 
Structured  Query  Language/  ■ 
Massively  Parallel  (SQL/MP)  \ 
database,  which  contains 
60GB  of  data,  including  1.3 
million  patient  records,  3.5 
million  progress  notes,  26  mil- 
lion  lab  results  and  9,400  peri¬ 
natal  records.  Typical  response 
time  is  one  to  two  seconds. 

Software:  Client  code  for  C|S 

was  developed  using  Visual 

Basic  3.0  Professional  Edition; 

CIS  server  code  was  written  in 

Cobol85  with  embedded  SQL 

commands  using  Easypath 

code  generator  from  Fourth 

Dimension  Software  of  San 
* 

Mateo,  Calif.;  Tandem's 
Remote  Server  Call  (RSC)  soft¬ 
ware  is  the  middleware. 

Architecture:  The  network 
uses  TCP/IP  over  a  lOBase-T 
Ethernet  with  Cisco  routers 
and  Synoptics  hubs.  At  each  of 
MMA's  29  remote  sites, 

Microsoft  NT  servers  running' 
Microsoft's  Systems 
Management  Software  dis¬ 
tribute  client  software. 


a  registered  nurse,  had  to  cull  through  a  sam¬ 
pling  of  charts  by  hand  to  find  statistics  on 
quality  of  care.  She  estimates  that  her  studies 
had  a  20  percent  margin  of  error  and  says 
many  doctors  took  that  as  license  to  ignore 
her  data — and  the  notion  that  there  was  room 
for  improvement.  “In  the  early  ’90s,  I  was  the 
most  hated  woman  in  the  organization,”  she 
jokes.  Today,  no  one  questions  the  validity  of 
her  reports,  which  are  generated  from  data  on 
the  entire  patient  population,  and  doctors  seek 
her  out  to  ask  how  their  departments  are  far¬ 
ing.  “They  want  to  know  that  they’re  not  an 
outlier,  that  they’re  practicing  within  the 
norm,”  says  Cook.  What’s  more,  because  she 
can  create  real-time  reports  on  open  cases  as 
well  as  retroactive  outcomes  reports,  prob¬ 
lems  can  be  spotted  and  acted  upon  sooner. 


nant  patients;  in  1995,  that  number  jumped 
to  90  percent,  which  MMA  says  helped 
reduce  preterm  births  from  8.7  percent  in 
1994  to  5.1  percent  in  1995.  Reducing  the 
preterm  birth  rate  doesn’t  just  make  for 
healthier  babies;  it  also  saves  the  $2,000  to 
$5,000  a  day  it  costs  to  keep  a  baby  in  inten¬ 
sive  care.  The  incidence  at  MMA  of  toxemia, 
a  dangerous  condition  in  which  a  pregnant 
woman  develops  swelling,  protein  in  the  urine 
and  hypertension  and  sometimes  has  seizures, 
is  now  one-third  the  national  average.  Pernoll 
says  he’s  never  been  able  to  decrease  it  any 
other  way. 

Sloane  and  Hightower  are  in  the  process  of 
rolling  out  a  new  version  of  the  system  that 
will  let  physicians  order  lab  tests  and  X-rays; 
a  prescription  component  will  automatically 


“We  think  it  brings  value  to  (he  quality  of  care  provided,  and  employers 
should  be  willing  to  pay  a  little  bit  more  money  for  this  extra  service.” 


-James  Birge 


Indeed,  perhaps  the  most  important  benefit 
of  the  system  is  that  it  makes  proactive  care 
possible.  Because  CIS  is  tied  to  the  scheduling 
system,  for  example,  Cook  can  compile  a  list 
of  patients  due  for  shots  who  haven’t  sched¬ 
uled  appointments  and  remind  doctors  to  fol¬ 
low  up  with  them.  She  credits  the  system  with 
helping  increase  the  immunization  rate  among 
patients  under  the  age  of  2  from  39  percent  in 
1992  to  76  percent  in  1996.  Cook  also  tracks 
down  diabetes  and  glaucoma  patients  who 
haven’t  had  eye  exams  and  women  who 
haven’t  had  mammograms  in  the  last  12 
months.  When  the  Food  and  Drug  Adminis¬ 
tration  recalled  the  drug  Omniflox  in  1992 
because  it  was  causing  deaths,  Cook  worked 
with  IS  to  run  a  report  in  four  hours  that  iden¬ 
tified  three  patients — out  of  the  348,000 
patient  progress  notes  then  in  the  MMA  sys¬ 
tem — for  whom  the  drug  had  been  prescribed. 
The  patients’  doctors  notified  them  that  day 
and  advised  them  to  stop  taking  the  drug,  pre¬ 
scribing  substitutes  as  needed.  Department 
heads  also  use  the  system  to  monitor  new  doc¬ 
tors  (Are  they  ordering  unnecessary  procedures? 
Do  their  treatments  seem  appropriate?)  so  that 
they  can  offer  timely  feedback  as  mentors. 

The  results  of  preventive  care  supported  by 
the  specialized  OB/GYN  system  speak  for 
themselvys:  In  1992,  MMA  offered  prenatal 
care  in  the  first  trimester  to  70  percent  of  preg¬ 


check  for  dangerous  drug  interactions.  Pernoll 
is  advocating  adding  icons  to  the  patient 
record  screens  to  provide  quick  access  to 
information  about  the  patient’s  birth,  growth 
and  development,  and  any  surgical  proce¬ 
dures,  and  Birge  envisions  incorporating  arti¬ 
ficial  intelligence  into  the  system  so  that  it  will 
send  out  red  alerts  when  it  spots  cases  that 
need  more  scrutiny. 

In  the  meantime,  Birge  believes  the  system, 
which  allows  MMA  to  handle  900,000  visits  a 
year  from  270,000  patients  at  the  HMO’s  28 
outpatient  health  centers  in  Houston  and  San 
Antonio,  sets  MMA  apart  from  competitors. 
“We  are  touting  it  as  a  differentiator  in  our  mar¬ 
ketplace,”  he  says.  “We  think  it  brings  value  to 
the  quality  of  care  provided,  and  employers 
should  be  willing  to  pay  a  little  bit  more  money 
for  this  extra  service.”  The  system  itself,  which 
is  used  by  HMOs  in  St.  Louis  and  Austin, 
Texas,  for  a  fee  that  covers  costs,  also  represents 
a  potential  source  of  income  for  MMA. 

But  the  bottom  line  for  MMA  doctors  is  that 
CIS  has  become  as  indispensable  as  their  stetho¬ 
scopes.  “You  can  say  that  having  everything 
immediately  available  is  a  convenience,”  con¬ 
cludes  Pernoll.  “But  it  isn’t.  It’s  a  necessity  if 
you’re  going  to  do  the  best  job  possible.”  BE) 

Associate  Editor  Alice  Dragoon  can  be 
reached  at  adragoon@cio.com. 
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To  get  your  free  personalized  Software  Health  Cheek  Report  and  see  how  you  compare  to  your  industry’s  best 
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A  $9  million  client/server  system  that  provides 
up-to-the-minute  financial  information  means  peace  of  mind  for 
customers  and  a  competitive  advantage  for  Fidelity 


BY  JENNIFER  BRESNAHAN 


WHEN  Harry  Dean  awakes  in  the 
middle  of  the  night  fretting  over  his 
impending  retirement,  he  knows  what 
to  do.  Tiptoeing  into  the  study  to  avoid 
waking  his  wife,  he  picks  up  the  phone 
and  dials  the  familiar  number.  Tonight,  fortune 
is  on  his  side;  as  he  listens  to  the  voice  on  the 
other  end  and  pets  his  sleeping  dog,  his  anxiety 
slowly  dissipates.  A  simple  call  to  financial  ser¬ 


vices  giant  Fidelity  Investments’  new  automat¬ 
ed  voice-response  system  tells  Dean  all  he  wants 
to  know  about  the  financial  world  whenever  he 
needs  it  most.  By  the  time  he  hangs  up,  he’s  con¬ 
fident  that  his  retirement  planning  is  still  on 
track:  It’s  a  warm  fuzzy,  Fidelity  style. 

The  big  “R”  is  a  scary  thing,  but  Fidelity’s 
Maxxess,  a  $9  million  client/server  system  that 
provides  up-to-the-minute  financial  informa- 


Albert  Aiello  (Mt), 

Fidelity's  CIO ,  ana 

Steve  Akin,  presidem 

of  Fidelity  R  etau 
Customer  Serrkes. 
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tion  via  phone  representatives,  the  Internet  or 
a  voice-automated  system,  is  taking  some  of 
the  uncertainty  out  of  financial  investment.  Its 
reliability  and  simple  interface  makes  inter¬ 
acting  with  Chairman  Edward  C.  Johnson 
Ill’s  empire  as  easy  to  swallow  as  the  banana 
cream  pie  Dean  scarfs  from  the  fridge  on  his 
way  back  to  bed. 

But  Maxxess  has  a  side  customers  never 
see.  Behind  the  friendly  interface  is  the  hard 
glint  of  business  ROI.  Maxxess  may  bring 
peace  of  mind  to  customers,  but  it  also  allows 
the  $450  billion  Fidelity  to  stay  lean  and  mean 
in  the  face  of  competition.  In  the  fast-paced 
world  of  retail  stock  brokerage,  customers 
demand  easy  access  to  financial  information, 
and  financial  services  companies  are  around 


only  as  long  as  they  keep  it  coming.  “Maxxess 
fits  our  business  needs  at  several  levels,  both 
functional  and  financial,”  says  Albert  Aiello, 
CIO  of  Fidelity  Investments  and  president  of 
Fidelity  Investments  Systems  Co.  (FISC)  in 
Boston.  “It’s  a  bona  fide  ROI.  Not  every  sys¬ 
tem  does  all  that.” 

Before  the  advent  of  Maxxess  in  1993,  reps 
used  a  system  that  was  akin  to  the  caveman 
of  customer  service.  When  someone  called  for 
a  stock  price,  a  rep  had  to  wait  his  or  her 
“turn”  for  the  computer  terminal,  which  was 
mounted  on  a  turntable  and  shared  among 
three  to  five  reps.  When  a  customer  called  to 
request  a  quote,  a  rep  would  bring  up  that 
customer’s  information  on  his  or  her  own 
desktop  terminal,  flip  through  paper  directo¬ 
ries  to  find  the  right  stock  abbreviation  and 
wait  for  the  shared  quote  terminal  to  be  free. 
“I  sometimes  had  to  wait  five  minutes  for  a 
terminal,”  says  brokerage  Senior  Trader  Mike 
Manning.  “I’d  leave  work  at  the  end  of  the 
day  feeling  as  if  I  couldn’t  give  the  customers 
what  I  was  supposed  to.” 

If  the  customer  required  additional  infor¬ 
mation,  such  as  a  company’s  historical  data 
or  financial  statements,  the  rep  would  have  to 
put  the  caller  on  hold  and  trek  across  the 
room  to  a  different,  more  expensive  terminal 
that  was  shared  by  even  more  reps  than  the 
quote  terminals.  “By  the  time  we  got  back  to 


the  customer  with  the  quote,  it  was  old,”  says 
Manning.  In  the  meantime,  incoming  calls 
queued  up — a  dangerous  situation  for  a  cus¬ 
tomer-service-oriented  company.  “Customers 
enter  a  zone  of  indifference  when  they  have  to 
wait,  and  they’ll  just  go  somewhere  else  for 
their  information,”  explains  FISC’s  senior  vice 
president,  Don  Sundue. 

To  maintain  that  clumsy  system,  Fidelity 
was  paying  high  monthly  premiums  to  out¬ 
side  vendors  for  both  quote-terminal  hard¬ 
ware  and  the  market  data  itself.  The  system’s 
closed  proprietary  architecture  prevented 
Fidelity  from  reusing  the  information  or  inte¬ 
grating  it  with  Fidelity’s  customer  data.  And 
when  Fidelity  went  on  one  of  its  frequent  hir¬ 
ing  binges,  the  company  had  to  alert  the  ven¬ 
dor  weeks  in  advance  that  new 
terminals  were  needed.  The 
combined  aggravation  of  the 
staff’s  inefficient  use  of 
resources  and  the  slow  cus¬ 
tomer  response  time  led  Fidelity 
to  conclude  that  something  had 
to  be  done.  Fierce  competition 
and  explosive  growth — Fidelity 
had  just  opened  retail  branch 
offices  in  80  locations  in  the 
United  States — only  exacerbated  the  situation. 

Aiello  and  Sundue  had  their  work  cut  out 
for  them.  They  knew  they  needed  a  system 
capable  of  processing  data  feeds  from  a  vari¬ 
ety  of  sources  and  distributing  the  data  to 
thousands  of  remote  and  local  desktops.  They 
also  needed  an  open  architecture  that  could 
integrate  customer  and  market  data  as  well  as 
Fidelity’s  “two  of  everything”  computer  envi¬ 
ronment.  “You  name  it,  we  have  it,”  says 
Sundue.  The  system  had  to  be  fast  enough  to 
absorb  an  ever-increasing  volume  of 
exchange-generated  data — currently  560  mes¬ 
sages  per  second,  increasing  by  25  percent 
each  year.  And  the  information  it  transferred 
couldn’t  be  delayed  by  bandwidth  limitations. 

Aiello  and  Sundue  toyed  with  the  idea  of 
buying  an  out-of-the-box  system  but  ulti¬ 
mately  opted  to  build.  “If  we  went  out  and 
bought  someone  else’s  system  off  the  shelf,  we 
“could  get  a  reasonable  facsimile  of  what  we 
do  here,”  says  Sundue.  “But  we  wouldn’t  get 
to  control  our  own  destiny.” 

What  they  and  their  colleagues  at  FISC 
came  up  with  was  a  decision-support  system 
that  delivers  real-time  market  data  to  auto¬ 
mated  telephone  response  machines,  the 
Internet  and  more  than  6,500  PC  worksta¬ 
tions.  The  original  rollout  was  planned  for 
1,500  desktops  in  1993,  but  the  number 
increased  daily  as  Fidelity  grew.  And  because 


DEFINING  VALUE 


Maxxess  is  a  client/server  application  that  delivers  real-time  mar¬ 
ket  data  to  Fidelity's  phone  representatives,  independent  bro¬ 
kers,  automated  voice-response  units  and  the  Internet.  Brokers 
are  more  productive,  answering  more  calls  and  providing  better 
information,  and  customer  satisfaction  has  increased. 


“If  we  went  out  and 
bought  someone 
else’s  system  oil  the 
shelf,  we  could  get  a 
reasonable  facsimile 
of  what  we  do  here. 
But  we  wouldn’t  get 
to  control  our  own 
destiny.” 

-Don  Sundue 


http://www.cio.com 


CIO  /  FEBRUARY  1 ,  1997 


63 


WINNER  PROFILE:  FIDELITY  INVESTMENTS 


“It  allows  Fidelity  to 
bring  the  heartbeat 
of  the  market  to  the 
telephone  reps.” 


-John  Henderson 


Maxxess  is  scalable,  new  PCs  can  be  added  in 
minutes. 

Maxxess  receives  data  feeds  directly  from 
sources  such  as  the  North  American  stock 
exchanges,  news  services,  industry  analysts 
and  market  monitors.  An  online  cross-refer¬ 
ence  directory  matches  company  names  with 
stock  symbols,  eliminating  the  need  to  look 
them  up  in  paper  directories.  The  system’s 
open  architecture  allows  phone  reps  to  inte¬ 
grate  market  data  with  Fidelity’s  customer 
portfolio  information.  And  because  the  sys¬ 
tem  is  Microsoft  Word-based,  reps  can  cut 
and  paste  quotes  or  other  information  into  an 
e-mail  or  fax  for  the  customer.  “Now  one  rep 
can  do  what  two  or  three  reps  used  to  do,” 


THE  NUMBERS:  FIDELITY  INVESTMENTS  1 990-97 


Total  Investment  ($M) 


WHERE  DID  THE  MONEY  GO? 


Total  Return  ($M) 


23.7 


Technology  Purchases 
Systems  Development 
Systems  Maint./Training 

8.3 


13.7 


1992*  1993  1994  1995  1996  1997 

‘Data  for  1992  includes  investments  made  from  1990-92. 


THE  BOTTOM  LINE 


Total  Gross  Investment:  $32.4M  |  Total  Gross  Return:  $52.9M 


Net  ROI  =  62.8% 


says  Manning.  Each  brokerage  rep  answers 
50  to  110  calls  daily,  totaling  70,000  to 
90,000  per  day  for  all  the  reps. 

The  Internet  component  of  Maxxess, 
Maxxnet,  is  designed  for  people  who  need  up- 
to-the-minute  quotes  only  occasionally,  such 
as  independent  brokers.  The  same  informa¬ 
tion  is  available  to  them  over  the  Web,  but  the 
user  must  reload  the  Web  site  continually  to 
refresh  prices. 

Maxxess  is  also  integrated  with  automat¬ 
ed  voice-response  machines  that  allow  cus¬ 
tomers  to  retrieve  account  information  and 
stock  quotes  via  touch-tone  phones.  Seventy- 
five  percent  of  Fidelity’s  calls,  or  about 
210,000  to  270,000  per  day,  are  handled  via 
touch-tone.  That’s  good  news  because  com¬ 
puter-answered  calls  cost  the  company  just  70 
cents,  compared  with  $11  per  call  answered 
by  a  person.  When  the  computer  can’t  answer 
a  question,  it  automatically  transfers  the  caller 
to  a  rep,  who  knows  not  only  that  the  cus¬ 
tomer  was  speaking  to  a  computer  but  also 
what  has  transpired.  “That’s  quite  different 
from  a  lot  of  systems  where  voice  recognition 
is  one  side,  and  if  it  doesn’t  work,  you  have  to 


WHY  ARE  SYSTEMS  MAINTENANCE  and  training  costs  so  high? 

/ 

Sundue  explains:  "This  number  is  the  cost  of  the  whole  infrastruc¬ 
ture;  it's  the  ticker  plant,  the  fault-tolerant  hardware,  the 
client/server  operations  group  in  Marlboro,  Mass.,  that  provides 
constant  coverage,  the  telephone  lines  that  connect  us  with  the 
exchanges....  It's  also  the  maintenance  cost  for  responding  to  the 
changing  marketplace  that  we  can't  control.  For  example,  the  New 
York  Stock  Exchange  might  call  and  say,  'We're  changing  our  format 
for  so-and-so  by  this  date.'  We  don't  have  any  choice." 


start  all  over  again  talking  to  a  person,”  says 
John  C.  Flenderson,  professor  of  MIS  and 
director  of  the  Systems  Research  Center  at 
Boston  University  and  a  member  of  the  EVA 
Process  Team. 

But  the  decision-support  system  is  only  the 
beginning,  according  to  Henderson.  What’s 
really  impressive  lies  below  the  surface. 
“There  are  two  pieces  to  this  system,”  he  says. 
“The  first  piece  is  the  glitter — the  decision- 
support  system.  But  what  really  makes  it  is  the 
information  infrastructure  underneath:  the 
people  and  processes,  not  just  the  computers. 
It’s  that  infrastructure  that  allows  Fidelity  to 
bring  the  heartbeat  of  the  market  to  the  tele¬ 
phone  reps.” 

Maxxess  is  based  on  a  three-tiered  archi¬ 
tecture  that  prevents  circuit  overload  by  auto¬ 
matically  detecting  disconnects  and  rerouting 
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From  initial  contact  through  on-going 
service  delivery,  you  need  a  solution  that 
provides  your  customers  with  superior  ser¬ 
vice.  Applix  Enterprise,  a  suite  of  customer 
satisfaction  software  applications,  is  that 
solution.  From  sales  force  automation  to 
quality  assurance,  help  desk  automation  to 
customer  service,  Applix  Enterprise  is  a  set  v 
of  solutions  you  can  depend  on.  Solutions  wmmmmi 

that  adapt  to  your  changing  organizational 
needs.  Powerful,  integrated  applications 
accessible  over  the  web. 
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With  over  10  years  experience  in  the  services 
industry,  Applix  Enterprise  is  guaranteed  to 
ensure  customer  satisfaction  by  providing 
unparalleled  sides  and  service  support 
automation.  Call  1-508-870-0300  today  for 
more  information  on  Applix  Enterprise. 

www.applix.com 
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APPLIX 

1 12  Turnpike  Road 
Westboro,  MA  01581 


The  single  largest 
challenge  facing 
organizations  today 
is  acquiring  and 
retaining  long-term, 
satisfied  customers. 
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ANATOMY  OF  THE  SYSTEM 


Hardware:  Phone  reps-use  PCs, 
minimum  486;  tier  1  and  2 
servers  are  Intel-based  PCs  with 
Pentium  64MB  memory;  the 
head-end  ticker  plant  is  a  Stratus 
fault-tolerant  system;  Sun  Sparc 
Systems  are  usedfor  the  auxil¬ 
iary  data  servers;  voice-response 
units  are  RS6000  and  Aspect 
Switches.  ,  -  - 

Software:  Maxxess  is  an  in- 
house  Microsoft  Windows-based 
application  running  on  C++, 
Windows  3.1, 95,  NT  and  any 
platform  with  an  HTML  browser; 
tier  1  and  2  servers  run  C  and  SCO 
Unix  with  a  proprietary  in-mem- 
ory  database;  the  head-end  tick¬ 
er  plant  runs  C  and  VOX  OS;  auxil¬ 
iary  data  servers  run  C,  Sun  OS  or  * 
Solaris  and  Sybase  DBMS;  C  and 
AIX  is  used  for  the  voice- 
response  unit;  software  devel¬ 
opment  tools  include:  Microsoft 
■* 

Visual  C++,  PVCS  for  source  code 
control,  SQA  Robot  and  SQA 
Manager  for  QA,  SCCS  for  source- 
„  code  control,  and  Purify  and  GDB 
for  debugging. 

Architecture:  Maxxess  oper¬ 
ates  in  a  client/server  architec¬ 
ture  with  TCP/IP  protocol  over  a 
corporatewide  LAN  and  WAN. 

The  WAN  extends  to  external 
customers. 


messages.  Three  tiers  of  servers  feed  data  from 
the  exchanges,  vendors  and  third  parties  to 
Fidelity’s  brokers.  To  prevent  mass  downloads 
that  slow  down  the  system,  the  local  servers 
store  market  data  only  on  funds  and  stocks 
that  are  requested  most  often.  “So,  if  I’m  in 
the  Midwest,  I’m  probably  looking  at  mid- 
western  and  blue-chip  companies,”  explains 
Henderson.  When  a  phone  rep  needs  infor¬ 
mation  that  isn’t  usually  requested,  he  is  trans¬ 
ferred  seamlessly  to  regional  or  national 
servers. 

And  as  if  just  keeping  the  thing  running 
weren’t  enough,  FISC  has  decreed  that 
Maxxess  must  be  available  99.85  percent  of 
the  time.  That’s  less  than  one  interruption  per 
month.  Sounds  unrealistic,  until  you  realize 
that  Maxxess  is  “blowing  the  socks  off”  that 
goal  now  with  less  than  one  major  failure 
every  two  months,  says  Sundue.  And  in 
instances  when  it’s  impossible  to  deliver  pure, 
timely  data,  the  system  freezes.  “If  there’s  a 
circuit  problem,  we  shut  down  the  system 
instead  of  giving  bad  data,”  says  Ken  McKay, 


quotes  and  investment  information  to  their 
customers.  The  revenues  generated  from 
external  Maxxess  sales  “aren’t  that  significant 
for  Fidelity,  the  mother  company,  because 
we’re  too  big,”  says  Mark  Wildermuth,  senior 
vice  president  of  Fidelity  Brokerage  Technology 
Group.  “But  we  figured  it’s  better  to  get  a  lit¬ 
tle  piece  of  the  action  than  none  at  all.  In  the 
end,  it  keeps  us  more  competitive  and  effi¬ 
cient.  An  element  of  change  driving  through 
the  organization  keeps  us  from  getting  big,  fat, 
dumb  and  lazy.” 

Wildermuth  has  found  that  being  associat¬ 
ed  with  Fidelity  is  a  mixed  blessing  for  prod¬ 
uct  sales.  “Having  Fidelity’s  name  opens 
doors,”  he  says.  “But  sometimes  people  don’t 
want  to  rely  on  Fidelity  for  all  of  their  finan¬ 
cial  services  needs.”  But  Aiello  maintains  that 
Maxxess  makes  it  harder  for  the  people  who 
buy  the  system  to  leave.  “This  is  a  strategic 
offering,”  he  says.  “It  makes  our  relationships 
more  valuable.” 

Now  that  Maxxess  is  in  place,  the  poten¬ 
tial  for  new  uses  is  unlimited.  Companion 


“An  element  of  change  driving  through  the  organization  keeps 
us  from  getting  fat,  dumb  and  lazy.” 

-Mark  Wildermuth 


FISC’s  director  of  client/server  operations. 

McKay’s  group  is  charged  with  fixing  what¬ 
ever  ails  Maxxess,  24  hours  a  day,  7  days  a 
week — not  a  minor  task  considering  that  soft¬ 
ware,  hardware,  telephone  circuitry  or  net¬ 
work  componentry  could  go  wrong  at  either 
Fidelity’s  network  or  any  of  the  companies  that 
contribute  to  Maxxess.  “All  of  these  have  to 
work,”  says  McKay.  “If  there’s  a  problem  at 
any  one  of  these  points,  the  end  user  immedi¬ 
ately  knows.”  Amazingly,  Maxxess  experi¬ 
ences  only  one  or  two  minor  glitches  per  day— 
which  is  just  as  well  for  McKay  and  his  team 
because  when  a  problem  occurs,  they  don’t  go 
home  until  the  problem  is  traced  back  to  its 
source  and  solved. 

Since  Maxxess’s  implementation  in  1993, 
it  has  saved  Fidelity  $20.5  million  net  in  out¬ 
side  vendor  costs  and  human  resources  and 
offered  the  hard-to-quantify  benefit  of 
increased  customer  rep  productivity.  In  addi¬ 
tion,  it  now  generates  its  own  revenue  as  a 
commercial  product.  More  than  100  full-ser¬ 
vice  and  discount  brokers,  banks  and  insur¬ 
ance  companies  have  purchased  direct  links 
to  the  system,  allowing  them  to  offer  real-time 


products  are  already  being  developed  that 
benefit  both  the  customers  and  employees  of 
other  companies.  That  includes  software 
products  such  as  prospect  management  soft¬ 
ware  as  well  as  financial  service  offerings 
including  40 1  (k)  information  and  benefits 
processing. 

“The  ability  to  run  this  national  network 
computer  infrastructure  is  now  a  core  com¬ 
petency  of  Fidelity,”  says  Boston  University’s 
Henderson.  “It  is  something  that  will  provide 
significant  competitive  advantage  as  they 
move  to  knowledge-based  products.  Maxxess 
is  just  the  first  example  of  what  they  can  do 
now  that  they  have  the  information  infra¬ 
structure.” 

But  all  that  is  unimportant  to  customers 
like  Harry  Dean.  The  system’s  behind-the- 
scenes  intricacies  are  lost  on  him  as  he  places 
his  call  in  the  middle  of  the  night.  To  him,  the 
most  impressive  thing  about  Maxxess  is  that 
it  gives  him  peace  of  mind  so  that  he  can  go 
back  to  sleep.  BS1 

Staff  Writer  Jennifer  Bresnahan  can  be 
reached  at  jennifer@cio.com. 
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Hal  anti  thousands  off  other  I.T. 
professionals,  spanning  the  globe, 
knoirn  the  difference  Compuware’s 
20-plus  years  of  problem-solving 
experience  will  make  in  their  workdays. 
And  nights. 

For  20  years  we’ve  been  growing 
by  smoothing  wrinkles  out  of  your 

applications  development,  testing, 
maintenance,  and,  management. 

That’s  20  years  of  Real  World  Solutions. 

At  more  than  00  offices  world-wide, 
we’ve  perfected  support  for  today’s 
information  technology  professionals. 
Mainframe,  mid-range,  client/server, 
Internet,  and,  Intranet. 


What  Compuware  means 
to  Hal  Walters 


Compuware.  Head  it  and  sleep. 


Hal  without 

Real  World  Solutions 


Our  60  products,  and  2000-strong 
professional  services  staff  can  help 

you  in  ways  you  newer  dreamed 
of.  Why  not  ask  your  Compuware 
salesperson  to  show  you  our  line  of 
in-spoken  brochures  on  UNIFACE, 
-AID,  or,  any  of  our  other  solutions. 


Call?  1  800  365  >/ 

Or  visit,  http:// www.compuwa -  am 

Compuware,  UNIFACE  sod  AID 
are  registered  trad  .?ir  arks  of 
Compuware  Corpor  ifon  ■  1996 
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The  intranet  is  a  sweet  spot 
for  corporate  computing. 


Livelink  Intranet  delivers 
the  widest  range  of  intranet 
applications  to  help  you 
put  the  Web  to  work. 


Starch  massive 
amounts  of 
information 


Access  control 
and  version 
management  for 
all  documents 


The  tools  you 
need  for  on-time, , 
on-budget  delivery 


search 


workHows 


So  easy  to  learn 
and  use,  yon  may 
not  need  this! 


Introducing 

Livelink  Intranet 


Suite  7. 


It  teams  up  with  Netscape  SuiteSpot 
to  heep  your  whole  hive  humming. 

Livelink  Intranet  is  the  first  industrial-strength  intranet  application  suite  that  works  with 
Netscape  SuiteSpot.  Now  your  managers  and  project  teams  will  access,  share,  track 
and  reuse  documents  -  no  matter  how  many  sites  and  technologies  are  involved.  You’ll 
manage  projects.  Manage  workflow.  And  by  using  the  world’s  top-rated  search  and 
indexing  tools,  you’ll  find  vital  information  lightning  fast.  With  Livelink  Intranet,  you  link 
people  with  people,  and  people  with  information, 
to  meet  your  goals. 

Livelink  Intranet  integrates  your  current 
investment  with  the  global  connectedness  of  the 
Web,  thus  extending  the  power  of  your  intranet  to 
handle  enterprise-wide  business  processes.  And  it’s 
so  easy  to  use,  you’ll  have  your  global  operation  up 
and  running  in  no  time. 

Livelink  Intranet  is  comprehensive,  scalable 
and  designed  for  the  demands  of  Fortune  500  and 
Global  2000  companies.  It  supports  document  collec¬ 
tions  of  any  size  and  handles  any  number  of  users. 

Find  out  why  the  corporate  world  is  buzzing 
over  Livelink  Intranet.  Contact  us  today. 

Visit  www.opentext.com  or  call  1  800  499-6544 


“By  integrating  the  document 
management,  workflow 
and  search  capabilities  of 
Livelink  Intranet  with  the 
messaging,  conferencing, 
security  and  administration 
features  of  SuiteSpot,  our 
customers  will  enjoy  a  total 
intranet  solution’.’ 

Horst  Rettenmaier 
Siemens  Nixdorf,  Germany 


T  Open  Text 

Livelink 

Intranet 

Suite  7 

Putting  the  Web  to  Workfu 


status 


Livelink,  Open  Text  and  “Putting  the  Web  to  Work”  are  trademarks  of  Open  Text  Corporation.  All  other  trademarks  are  the  property  of  their  respective  owners. 


projects 


I  lighlights 
information  that 
needs  your 
attention 


A  place  to  keep 
and  organize  your 
personal  files 


my  stuff 


Monitor  a 
project’s  progress 
at  a  glance 


in  box 


The  workspace 
and  resources 
for  your  virtual 
teams 


Gary  Weisenborn  (left) 
and  Bruce  Gordon:  4s 

Bell  Atlantic  grows,  so 
does  the  competition. 
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When  Bruce  Gordon  went  to  work 
for  the  telephone  company  in  1968, 
he  had  exactly  two  products  to  sell: 
touch-tone  service  and  colored  tele¬ 
phones.  Twenty-nine  years  later,  as 
group  president  of  Bell  Atlantic  Corp.’s 
Consumer/Small  Business  Services  Division  in 
Arlington,  Va.,  Gordon  oversees  sales  repre¬ 
sentatives  who  sell  Call  Waiting,  CallerlD 
Deluxe,  home  voice-mail  services  and  dozens 
more  voice  and  data  products  that  enhance 
basic  telephone  service.  “And  if  we  don’t  dou¬ 
ble  our  product  line  in  three  years,  fire  me,” 
Gordon  says.  “I  won’t  have  done  my  job.” 


The  product  line  is  not  all  that  has  changed 
during  Gordon’s  tenure.  When  he  joined  the 
phone  company,  it  was  just  that — the  phone 
company,  part  of  the  giant  Bell  System  that 
dominated  U.S.  telephone  service  until  it  was 
divided  up  and  Bell  Atlantic  was  formed  in 
1984.  Today,  Bell  Atlantic — one  of  the  Regional 
Bell  Operating  Companies  (RBOCs),  or  “Baby 
Bells,”  spawned  by  the  breakup — is  the  local 
telephone  service  provider  for  16  million  cus¬ 
tomers  in  Delaware,  New  Jersey,  Maryland, 
Pennsylvania,  Virginia,  West  Virginia  and  the 
District  of  Columbia;  and  it  hopes  to  expand 
northward  through  a  planned  merger  with 


This  Baby  Bell  improved  communication  and  profits  by 
cutting  the  static  between  salespeople  and  customers 


BY  KATHERINE  LAMBERT;  ILLUSTRATION  BY 
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New  York-based  Nynex  Corp. 

But  as  Bell  Atlantic  grows,  so  does  the  com¬ 
petition.  Already,  the  company  faces  tough 
opposition  in  its  local  cellular  and  data  mar¬ 
kets,  and  now,  with  the  passage  of  the  feder¬ 
al  Telecommunications  Act  of  1996,  Bell 
Atlantic  will  have  to  compete  for  the  first  time 
with  such  giants  as  MCI  Telecommunications 
Corp.  in  both  the  long  distance  and  local 
telecommunications  markets. 

The  telephone  company’s  burgeoning  prod¬ 
uct  line  and  increased  competition  forced  Bell 
Atlantic  Information  Systems  (BAIS),  its  cor¬ 
porate  IS  unit,  to  look  for  new  ways  to  sell 
more  products  more  effectively  and  to  prepare 
to  compete  in  an  open  market.  As  a  result, 
BAIS  joined  Gordon’s  division  in  creating  a 


new  service-order-entry  system  called  Sale- 
Service  Negotiation  System  (SSNS).  The 
Windows-based  client/server  application  has 
created  a  more  profitable  relationship  between 
Bell  Atlantic’s  customers  and  its  6,500-plus 
consumer  and  small-business  telephone  sales 
representatives. 

Introduced  in  1993,  SSNS  is  a  one-stop  data 
mart  for  customer,  sales  and  product  infor¬ 
mation.  It  replaced  three  individual  legacy  sys¬ 
tems  with  a  new,  intuitive  application  that, 
using  on-screen  prompts,  smoothly  guides 
sales  representatives  through  an  order  cycle. 
“We’ve  gone  from  just  order-taking  to  needs- 
based  sales,  which  is  important  in  a  competi¬ 
tive  environment,”  says  Gary  R.  Weisenborn, 
vice  president  of  Information  Systems-Business 
Systems,  which  led  the  SSNS  project.  “We’re 
reducing  the  number  of  callbacks  from  cus¬ 
tomers  who  don’t  get  the  right  service  the  first 
time,  and  we’re  selling  more  products.” 

Initially,  SSNS’s  basic  goals  were  to  minimize 
errors  and  reduce  the  time  customer  service 
reps  spent  on  the  phone  with  customers — and 
to  make  dealing  with  the  phone  company  a  lot 
easier  than  customers  had  come  to  expect.  But 
as  the  sales  reps  adopted  the  system,  manage¬ 


ment  saw  the  potential  to  use  the  onscreen  cues 
to  alert  reps  to  Bell  Atlantic  products  that  best 
match  customers’  needs.  Gordon  says  his  unit 
has  seen  a  30  percent  increase  in  consumer 
product  sales  over  the  last  three  years,  and 
SSNS  has  become  a  major  part  of  Bell  Atlantic’s 
growth  strategy. 

The  system  has  been  pivotal  to  Bell’s  transi¬ 
tion  from  corporate  offspring  of  a  monopoly 
to  tough  competitor  in  an  open  market,  says 
Alexander  E.  Dean,  managing  partner  for 
Andersen  Consulting  LTP’s  southeast  U.S. 
region  and  an  analyst  of  the  telecommunica¬ 
tions  industry.  Dean  calls  the  system  one  of  the 
best  sales  and  marketing  tools  he  has  seen  in 
the  telecommunications  industry.  Customer 
service  will  be  the  key  metric  in  the  new 
telecommunications  market, 
Dean  says,  and  systems  such 
as  SSNS  can  help  companies 
gain  a  competitive  edge. 
Already,  SSNS  has  instilled 
a  new  customer-friendly  atti¬ 
tude  in  sales  representatives, 
says  Kathleen  Eisenhart,  Bell 
Atlantic  executive  director 
of  small  business.  “That  rep¬ 
resents  a  culture  change 
from  a  monopoly  mind-set 
of  ‘They  need  us’  to  ‘How 
can  we  help  you?”’ 

To  understand  why  SSNS 
is  a  success,  one  must  understand  what  it 
replaced.  Bonita  Banks,  a  sales  consultant 
who  has  been  with  Bell  Atlantic  for  20  years, 
remembers  the  pre-SSNS  days  when  she  had 
to  hand-write  order  information  from  cus¬ 
tomers,  try  to  match  those  customers  needs 
with  Bell  Atlantic’s  ever-growing  product  list 
and  translate  the  handwritten  notes  into  the 
complicated  Bell  Universal  Service  Order 
Code  (USOC),  a  cumbersome  alpha-numeric 
coding  system  that,  to  users,  was  like  a  for¬ 
eign  language.  Customers  frequently  were  put 
on  hold  while  representatives  contacted  out¬ 
side  agencies  for  credit  and  address  verifica¬ 
tion.  When  the  orders  were  entered  incor¬ 
rectly,  the  customers  called  back  and  the  labo¬ 
rious  process  began  again.  When  customers 
called  back  with  questions  after  the  initial  ser¬ 
vice  hookup,  the  representatives  had  little 
more  than  basic  billing  information  at  their 
fingertips. 

Now,  with  SSNS,  the  order  process  is  more 
like  an  interview  guided  by  the  system.  During 
the  sales  call,  as  the  consultant  learns  more 
about  the  customer  and  enters  that  informa¬ 
tion  directly  into  the  system,  SSNS  tailors  a 
response.  Say,  for  instance,  that  a  residential 


DEFINING  VALUE 


SaleService  Negotiation  System  uses  advanced  client/server  technolo¬ 
gy  to  provide  a  shared  corporate  data  environment.  Bell  Atlantic's  con¬ 
sumer  and  small-business  sales  representatives  concentrate  less  on 
the  sales  and  data-entry  processes  and  more  on  the  customer,  thus 
increasing  profitability,  increasing  hourly  sales,  decreasing  service 
order  errors,  reducing  new-hire  training  time  and  cutting  the  cost  of 
training  and  methods  and  procedures  distribution. 


“We’ve  gone  from 
just  order-taking 
lo  needs-based 
sales,  which  is 
important  in 

a  competitive  i| 

environment.” 

-Gary  Weisenborn 
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WINNER  PROFILE:  BELL  ATLANTIC 


“The  customer  is  often 
willing  to  thank  me, 
which  wasn’t  the 


case  before.” 

-Bonita  Banks 


customer  has  teenagers  in  the  house.  When 
that  information  is  entered,  SSNS’s  SalesCue 
feature  tells  the  consultant  to  recommend  Bell 
Atlantic’s  Call  Waiting  service.  For  a  business 
customer,  the  similar  SalesTool  feature  might 
suggest  CallerlD  or  Answer  Call,  a  dial-up 
voice-mail  service  maintained  by  Bell  Atlantic. 
New  products,  which  representatives  previ¬ 
ously  had  to  memorize  and  try  to  work  into 
their  sales  processes,  now  appear  automati¬ 
cally  with  a  sales  pitch  script.  Products  and  ser¬ 
vices  are  added  to  a  customer’s  account,  rep¬ 
resentatives  have  access  to  billing  information, 
and  SSNS  even  performs  address  and  credit 
verification  through  ties  to  remote  databases 
so  that  customers  don’t  languish  on  hold. 
SSNS  also  creates  automatic  service  verifica- 


THE  NUMBERS:  BELL  ATLANTIC  1994-99 


Total  Investment  ($M) 


WHERE  DID  THE  MONEY  GO? 


Systems  Development 
Systems  Maintenance 


Total  Return  ($M) 

144.2  144-7 


114.3 


110.7 


56.7 


52.7 


23.2 


1994  1995  1996 


4.8 


1997 


THE  BOTTOM  LINE 


Total  Gross  Investment:  $1 24.1  M  |  Total  Gross  Return:  $566.6M 


Net  ROI  =  357% 


tion  letters  for  customers,  and  it  gives  repre¬ 
sentatives  information  on  service  inquiries. 

The  result  of  SSNS  is  an  initial  sales  call  that 
is  not  necessarily  shorter  than  calls  made  under 
the  previous  system — representatives  say  some 
of  their  calls  actually  are  longer  because  they 
pitch  more  products — but  that  fosters  greater 
productivity  (an  18  to  20  percent  improvement) 
and  better  customer  relationships  because  of 
the  consultant’s  ability  to  better  meet  the  needs 
of  the  customer.  “The  customer  is  usually 
pleased  by  the  time  we’re  finished,”  says  Banks. 
“They’re  often  willing  to  thank  me  [for  the  ser¬ 
vice].  That  wasn’t  always  the  case  before.” 

“It’s  a  lot  quicker  for  me,”  says  Debra 
Melvin,  a  specialist  in  the  Training  Delivery 
group  and  a  six-year  Bell  employee  who  cur¬ 
rently  works  in  Philadelphia.  “I’m  treating 
customers  a  lot  more  like  people,  not  just 
numbers.” 

But  the  numbers  are  what  really  make  SSNS 
stand  out.  Since  1993,  SSNS  has  increased 
sales  rep  revenues  per  hour  by  84  percent, 
decreased  service  order  errors  by  98  percent, 
reduced  new-hire  training  time  by  66  percent 
and  reduced  the  cost  of  training  by  90  percent. 

Since  rolling  out  SSNS,  Bell  Atlantic  has 
reduced  consultant  training  time  from  six 
weeks  to  two  days  by  replacing  the  USOC 
commands  with  plain  English  and  by  putting 
much  of  the  information  online  that  previ¬ 
ously  was  found  in  a  20-volume  handbook. 


BECAUSE  BELL  ATLANTIC  CURRENTLY  OPERATES  in  a  monopoly  market  and  serves  a 
near-captive  audience,  the  ROI  figures  cannot  be  used  to  determine  how  SSNS  has 
helped  the  company  improve  market  share.  But  the  numbers  do  suggest  that  Bell 
Atlantic  is  selling  more  products  to  its  existing  customer  base,  and  company  offi¬ 
cials  hope  this  increased  penetration  will  breed  greater  brand  loyalty  when  the 
marketplace  opens  to  competition  in  the  near  future. 


By  1999,  Bell  Atlantic  anticipates  investing 
just  over  $124  million  in  SSNS  while  saving 
nearly  $567  million,  for  a  total  projected  return 
of  $443  million.  And  although  market  share  is 
not  a  relevant  measure,  since  until  now  Bell 
Atlantic  has  enjoyed  a  monopoly,  penetration 
rate — the  volume  of  “extra”  Bell  Atlantic  prod¬ 
ucts  sold  within  the  captive  market — is  a  viable 
metric,  and  executives  say  SSNS  has  helped 
produce  a  three-year  30  percent  annual 
increase  in  sales  of  optional  services. 

Beyond  basic  ROI,  the  SSNS  project  also  has 
inspired  a  collaborative  relationship  between 
IS  and  Bell  Atlantic’s  business  side.  Weisenborn 
says  his  team  never  could  have  built  an  ade¬ 
quate  IT  solution  if  the  SSNS  business  partners 
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NT  CLUSTER~IN~A-BOX 


You  can  configure  a  lot  of  these,  or  you  can  just  plug  this. 


Good  choice! 


Get  the  industry's  first  Microsoft  Windows 
NT  clustering  solution  packaged  in  a  single, 
rackmounted  system.  With  Data  General's 
NT  Cluster^ in- a- Box,™  your  company  now 
has  an  NT  clustering  solution  that  will  let 
you  run  your  critical  applications  24x7x365, 
in  a  system  that  you  simply  plug  in  and  turn 
on.  Our  NT  Cluster-in-a-Box  includes: 

Two  AViiON®  AV3600R  servers  based  on 
Intel  Pentium®  Pro  processors  A  fault- 
tolerant  CLARiiON®  RAID  storage  sys¬ 
tem  and  NTAlertSM  -  the  industry's  only 
NT-based  remote  service  for  early  identi¬ 
fication  of  potential  problems.  We  also 
pre-load  not  only  Windows  NT  Server,  but 
Firstwatch  for  NT  -  failover  software  from 
Veritas  Software.  All  of  these  components, 
plus  service,  support,  and  integration,  from 
one  vendor.  In  one  package.  The  choice  is 
clear.  Unless  you  want  to  spend  a  lot  of 
time  just  plugging  away. 


iw  Data  General 

www.dg.com 
1  -800-DATA  GEN 


AViiON  and  CLARiiON  are  registered  trademarks.  Cluster-in-a-Box  is  a  trademark,  and  NTAIert  is  a  service  mark  of  Data  General  Corporation. 

The  Intel  Inside  logo  and  Pentium  are  registered  trademarks  and  the  Pentium  Processor  logo  and  the  Pentium  Pro  Processor  are  trademarks  of  Intel  Corporation. 
All  other  brands  or  products  are  the  trademarks  of  their  respective  holders.©  1997  Data  General  Corporation. _ 


WINNER  PROFILE:  BELL  ATLANTIC 


ANATOMY  OF  THE  SYSTEM 


Hardware:  Operations  environ- 
ment  employs  Sun  Sparc  servers 
running  Unix;X-Windows/Motif 
GUI  is  delivered  on  X-terminals 
supplied  by  Tektronix  and 
Hewlett-Packard;  production 
configuration  includes  Sun  sym¬ 
metrical  multiprocessing 
servers;  corporate  data  is  housed 
in  an  IBM  MVS/DB2  environ¬ 
ment. 

Software:  SSNS  was  developed 
in-house  using  C/C++  programs 
and  a  variety  of  packaged  devel¬ 
opment  tools,  including  Sybase 
relational  database^ system, 
PeerLogic  PIPES  messaging  soft¬ 
ware,  UIM/X  MOTIF  GUI  builder 
and  ART/IM  rule-based  knowl¬ 
edge  system. 

*  *  .  , 

Architecture:  SSNS  is  platform 

independent  andoperates  on 
approximately  100  distributed 
Ethernet  LANs  connected  by  a 
WAN  utilizing  the  TCP/IP 
protocol.  , 


had  not  worked  closely  with  IS  to  define  the 
problem.  And  he  credits  the  users  with  offer¬ 
ing  valuable  feedback.  “User/sponsors  helped 
point  out  problems  and  get  IS  to  address  the 
issues,”  Weisenborn  says.  “Without  that 
effort,  the  project  would  have  died.” 

Patricia  Toregas,  manager  of  desktop  deliv¬ 
ery  for  consumer  sales  in  Bell  Atlantic’s  Silver 
Spring,  Md.,  office,  agrees  that  the  collabo¬ 
ration  was  key  to  the  SSNS  success,  and  she 
credits  IS  with  encouraging,  not  just  listening 
to,  user  input.  “This  is  the  first  IS  project  with¬ 
in  Bell  Atlantic  where,  from  the  beginning, 
users  have  been  involved  in  the  development,” 


use  it.  IS  and  the  business  departments  eventu¬ 
ally  developed  mutual  trust,  and  the  represen¬ 
tatives  came  to  realize  that  mastering  SSNS  was 
to  their  benefit.  “The  training  was  a  little  tricky 
at  first,  but  in  a  week  I  was  really  into  it,”  says 
Banks.  “I  find  myself  able  to  talk  with  twice  as 
many  customers  as  I  used  to.” 

As  of  November  1996,  SSNS  had  been 
adopted  by  nearly  100  percent  of  the  con¬ 
sumer/small  business  division’s  sales  repre¬ 
sentatives  (because  the  rollout  is  gradual, 
some  of  the  small-business  representatives  are 
not  online  yet),  and  it  currently  is  being  mod¬ 
ified  with  Java  to  work  as  a  more  dynamic 


“Implementation  was  as  much  or  more  of  a  challenge  as 
developing  the  system.” 

-Gary  Weisenborn 


Toregas  says.  “It  really  paid  off.” 

Which  is  not  to  say  implementing  SSNS  was 
without  its  challenges.  For  one,  developing  a 
common  repository  for  customer  data  was  dif¬ 
ficult,  Weisenborn  says.  The  scale  of  the  proj¬ 
ect  also  was  overwhelming — thousands  of 
users  at  dozens  of  sites  in  several  states.  The 
system  even  had  to  be  customized  in  some 
states,  where  regulatory  agencies  require  Bell 
Atlantic  to  disclose  some  specific  product 
information  upfront  to  customers.  At  the  out¬ 
set  of  the  SSNS  rollout,  Weisenborn ’s  team  had 
to  install  servers,  desktop  equipment,  the  net¬ 
work  and  the  management  system  at  80  sites 
in  one  weekend.  “Implementation  was  as 
much  or  more  of  a  challenge  as  developing  the 
system,”  Weisenborn  says. 

Beyond  the  technical  roadblocks  inherent 
in  any  IT  project,  the  greater  challenge  was 
changing  longstanding  business  processes. 
SSNS  replaced  some  legacy  systems  and  the 
old  service-order  language  was  built  around 
the  arcane  USOC,  which  had  been  standard 
operating  procedure  in  the  old  Bell  System. 
There  were,  in  fact,  some  veteran  sales  repre¬ 
sentatives  who  prided  themselves  on  their 
mastery  of  the  old  system.  Introducing  a  new 
application  and  trashing  the  old  coding  was 
a  revolutionary  change  that  challenged  those 
veterans  to  develop  new  skills. 

Initially,  there  were  some  performance  issues, 
Eisenhart  says,  but  they  were  dealt  with  by  hav¬ 
ing  users  work  side-by-side  with  software  engi¬ 
neers.  Subsequently,  some  users  were  trained  to 
be  system  advocates  who  helped  explain  the 
technology  and  train  other  representatives  to 


intranet  version  accessible  to  mobile  repre¬ 
sentatives.  The  SSNS  success — and  the  IS/ 
business  partnership — also  is  the  foundation 
for  new  integrated  applications  such  as  a 
work-in-progress  billing  application  that  is 
part  of  Bell  Atlantic’s  overall  business  reengi¬ 
neering  initiative.  If  the  Bell  Atlantic/Nynex 
merger  proceeds,  company  executives  say, 
then  SSNS  likely  will  be  not  only  the  compa¬ 
nywide  customer  service  system  of  choice,  but 
also  the  most  widely  deployed  system  in  the 
telecommunications  industry. 

Weisenborn  says  hindsight  has  given  him  a 
greater  appreciation  of  the  scope  of  the  under¬ 
taking.  “So  often  we  in  IS  reflect  on  what  we 
haven’t  done  yet  or  what  we  have  to  fix,”  he 
says.  “Looking  back  on  the  SSNS  project  gives 
us  a  chance  to  look  at  what  we  have  done.” 

Of  course,  as  Andersen’s  Dean  points  out, 
“In  this  business,  nothing  is  sacred  for  more 
than  12  or  18  months.”  For  Bell  Atlantic  to 
stay  ahead  of  its  new  competition,  it  must  con¬ 
tinue  to  refine  not  just  SSNS,  but  all  of  its  busi¬ 
ness  and  customer  service  processes.  That  is  a 
whole  new  mind-set  for  a  company  used  to 
being  the  only  game  in  town.  Customer  ser¬ 
vice  will  be  the  premium  in  the  new,  open  mar¬ 
ket,  and  Bell  Atlantic’s  pressure  will  be  not  just 
to  serve  its  customer  base,  but  to  expand  it.  In 
light  of  that  goal,  Gordon  says,  the  system 
could  not  be  more  strategic.  “The  monopoly 
is  over,”  he  acknowledges.  “We  have  to  ser¬ 
vice  and  sell  far  more  competitively.”  EE1 


Staff  Writer  Tom  Field  can  be  reached  at 
tfield@cio.com. 
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Intellectual  Capitalism 


You  win  because  you  know  more. 
But  now  you  have  to  know  it  all 
faster.  Right  away.  Even  when  there’s 
no  time  to  collaborate  with  special¬ 
ists  whose  ten  years  of  experience  is 
the  firm’s  intellectual  capital.  Their 
knowledge  is  available.  It’s  some¬ 
where  online.  You  just  have  to  find 
it,  understand  it,  and  apply  it. 
Correctly.  The  first  time.  You  can- 
with  CBR3  Content  Navigator™, 
from  Inference  Corporation. 

CBR3  Content  Navigator  can  help 
you  succeed.  It  can  organize  and 
categorize  all  your  information 
and  guide  you  to  identify  and 
solve  problems,  answer  questions, 
research  subjects,  or  explain  policies. 
No  matter  how  fast  that  informa¬ 
tion  might  change. 

To  learn  how  CBR  products  are 
helping  more  than  500  leading 
corporations  earn  a  higher  return  on 
information,  call  1-800-322-9923, 
e-mail  info@inference.com,  or  visit 
www.inference.com/cbr3  today. 
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yf  If  your  mainframe-based  enterprise  has  expanded  to  include  thousands  of  PCs  and  servers,  while  your 
internal  resources  haven’t,  call  Vanstar,  the  distributed  computing  experts,  yf  Vanstar  offers  the  network 
management  and  life  cycle  services  you  need  to  manage  growth:  consulting  and  design,  network  planning, 
integration,  procurement,  financing,  installation,  and  deskside  support.  Everything  you  need  to  break  free 
of  your  internal  constraints,  yf  With  Vanstar,  you  choose  as  much,  or  as  little,  of  our  expertise  as  you  need 
to  master  your  distributed  computing  environment.  That  flexibility  is  why  hundreds  of  Fortune  1000 
companies  have  selected  Vanstar.  yf  To  learn  how  you  can  stay  ahead, 
please  visit  us  at  www.vanstar.com/8ball  or  call  us  at  1-800-994-2345. 

We  ll  help  you  make  a  clean  break. 


The  Technology  Services  Company 


www.vanstar.com 


In  1 991 ,  building  a  worldwide  corporate  network  based  on  TCP/IP 
struck  Schlumberger  as  a  wise  move.  Today,  the  company 
is  using  the  network  to  help  its  clients  strike  oil. 


BY  E.B.  BAATZ 


A  T  A  REMOTE  OIL-WELL  SITE  in  the  heart 
JK  of  the  Arabian  Desert,  a  lone  engineer’s 
f  ■  pumping-parameter  recorder  spews  forth 
U  data  the  likes  of  which  he’s  never  seen.  A 
JL  JL$2  million  deal  for  improving  the  Arabs’ 


oil  yield  hangs  in  the  balance,  but  in  his  momen¬ 
tary  panic,  all  he  sees  is  what  Lawrence  of 
Arabia  called  a  “pathless  sea  of  sand.” 

But  wait.  His  truck  with  its  satellite  dish  on 
top  is  parked  nearby.  He  posts  an  urgent  mes- 


Victor  Grijalva  (below)  says  the  biggest  obstacle 
to  SINet  was  technical. 


David  Sims  (above)  aimed  to  put 
information  only  a  few  mouse- 
clicks  away  from  remote  workers. 


PHOTO  LEFT  BY  BOB  WERRE;  PHOTO  RIGHT  BY  EDWARD  SANTALONE;  ILLUSTRATION  BY  RANDY  LYHUS 


sage  to  senior  engineers  in  France,  who  tell 
him  to  check  the  connection  to  the  pro¬ 
grammable  optimum  density  blender.  He 
does.  Now  the  stats  spitting  out  of  the  recorder 
make  sense. 

For  New  York-based  Schlumberger  Ltd., 
which  pioneered  a  private,  Internet-connect¬ 
ed  communications  infrastructure,  that  sce¬ 
nario  is  not  at  all  far-fetched.  In  fact,  an  e-mail 
of  thanks  from  a  young  engineer  who  used  the 
network  for  troubleshooting  in  the  desert  is 
now  part  of  corporate  lore  at  the  $7.5  billion 
manufacturer  of  testing  and  measurement 
equipment  and  provider  of  high-tech  services 
to  oil  companies. 

With  more  than  50,000  employees  of  75 


nationalities  operating  in  more  than  90  coun¬ 
tries  (many  at  remote,  hard-to-reach  locations 
in  the  middle  of  the  desert)  the  Schlumberger 
Information  Network  (SINet)  was  designed 
first  and  foremost  to  connect  everyone,  every¬ 
where — by  satellite  if  necessary.  But  today,  the 
ubiquitous  SINet  helps  the  business  in  many 
other  ways,  too.  Employees  can  download 
design  tools  on  the  computer,  helping  to  reduce 
the  time  from  oil-field  research  to  well-site 
launch  from  four  years  to  1 8  months. 

It’s  now  possible  to  provide  real-time 
updates  of  technical  documentation  and  haz¬ 
ardous  waste  manuals.  The  network  also 
enables  collaboration  with  scientists  and  engi¬ 
neers  at  universities  around  the  globe  and  helps 
Schlumberger  solve  customer  problems 
quickly.  Employee  productivity  is  enhanced  as 
well  because  information  sharing  helps  reduce 
redundant  work. 

Back  in  1984,  long  before  the  term  “intranet” 
had  even  been  coined,  Schlumberger  began 
blazing  a  new  communications  path  with  a 
mandate  from  the  top.  Shortly  after  the  CEO 
and  chief  technical  officer  authorized  the  trek 
into  the  then-largely  uncharted  world  of  cor¬ 
porate  networking,  the  company  connected 
research  labs  in  Paris,  Tokyo,  Houston, 
Ridgefield,  Conn.,  and  Cambridge,  England, 
through  a  series  of  proprietary  networks. 

But  by  the  late  1980s,  burgeoning  costs  and 
the  confusion  engendered  by  multiple  propri¬ 
etary  networks  had  management  concerned. 


For  example,  in  Schlumberger’s  Wireline  busi¬ 
ness,  operations  and  research  used  a  DECnet, 
manufacturing  had  an  SNA  network  and  field 
folks  used  a  521 1  multidrop  network. 

In  1991,  Schlumberger  decided  to  chart  an 
aggressive — some  would  say  risky — Internet- 
based  strategy  for  its  international  network. 
“The  biggest  obstacle  was  technical,”  says 
Victor  E.  Grijalva,  executive  vice  president  of 
oil-field  services.  “Nothing  like  SINet  had  exist¬ 
ed  before.”  As  far  as  the  folks  at  Schlumberger 
knew,  at  the  time  hardly  anyone  else  in  corpo¬ 
rate  America  was  pursuing  such  a  networking 
topology.  But  for  a  company  loaded  with  engi¬ 
neers  and  scientists — who  were  already 
Internet  devotees — the  technical  challenges 
were  not  permanent  barriers. 

“Because  we’d  had  a  private 
corporate  network  since  1985,  the 
evolution  to  an  Internet-style,  open 
architecture  network  was  seen  as  a 
way  to  improve  performance  and 
achieve  a  high  level  of  interoper¬ 
ability — Schlumberger  has  at  least 
one  of  every  kind  of  computer  ever 
invented — while  at  the  same  time 
reducing  costs,”  says  David  P.  Sims,  technical 
manager  for  information  technology  in 
Schlumberger’s  Sugarland,  Texas,  office. 

As  network  development  expenses  soared, 
the  risks  for  a  frugal  company  accustomed  to 
keeping  a  close  eye  on  the  bottom  line 
loomed.  Twenty  percent  annual  increases  in 
network  costs  were  not  unusual.  “It  was  a  sur¬ 
prise  to  us  that  the  needs  of  the  network  kept 
growing  and  growing,”  says  Grijalva. 

The  company  invested  $6.5  million  to  pur¬ 
sue  a  seamless,  integrated  network  between 
1989  and  1991.  By  1996,  annual  expendi¬ 
tures  for  hardware  and  software,  training,  and 
operational  expenses  had  reached  $17.6  mil¬ 
lion.  All  told,  between  1989  and  1996 
Schlumberger  put  $72  million  in  the  network. 

“Even  today  the  network  demand  increas¬ 
es  at  a  rate  of  4  to  10  percent  per  month,”  says 
Jimmie  Keddie,  technical  manager  for  the 
commercial  SINet  spinoff  called  Omnes,  a 
1994  joint  venture  between  Schlumberger  and 
U.K. -based  Cable  and  Wireless  Ltd.  “Given 
rampant  growth,  the  company  became  fear¬ 
ful  of  runaway  costs  and  diverging  efforts,” 
says  Keddie. 

When  the  company  decided  in  1991  that  it 
should  pursue  a  TCP/IP  protocol  for  all  new 
equipment,  exempting  upper  managers  who 
continued  to  rely  on  AppleTalk,  the  network 
wars  began.  “Management  divided  into  two 
camps,  those  who  believed  in  the  network  and 
those  who  wanted  the  costs  off  their  books,” 


DEFINING  VALUE 


In  1991,  Schlumberger  created  an  intranet  with  satellite  links 
to  remote  sites  that  makes  unhindered  global  communica¬ 
tions  possible  and  provides  the  backbone  for  client/server  IT 
projects  that  save  money  and  create  new  revenue.' 


“In  my  first  year  as  vice 
president  of  IT, 

1  stood  up  and  said 
the  network  usage  is 
increasing,  and  we’re 
increasing  costs  by 
20  percent  per  year. 

Of  course,  everyone 
threw  rocks;  it's  an 
annual  event.” 

-Larry  Gutman 
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Whenever  there 
is  a  failure  of  the 
network,  I  feel 


naked.” 

-Victor  Grijalva 


recalls  Keddie. 

“Schlumberger  is  a  very  decentralized 
company,  and  the  field  managers  have  a  great 
deal  of  autonomy,”  explains  Bruce  McCann, 
vice  president  and  general  manager  of  the 
Houston  Product  Center  for  the  wireline  and 
testing  division.  “There  is  a  tendency,  of 
course,  not  to  like  costs  that  you  can’t  directly 
control.  And  the  network  costs  sit  in  the  bud¬ 
get  as  a  very  visible  lump  sum.” 

How  to  charge  the  divisions  for  the  net¬ 
work  was  a  make-or-break  issue  for  the  nascent 
network.  “At  first  we  captured  the  costs  and 
distributed  them  based  on  usage,  but  that 
didn’t  work,”  says  Grijalva. 

“The  money  had  been  spent  on  the  net¬ 
work,  and  there  was  a  battle  going  on  to  see 


THE  NUMBERS:  SCHLUMBERGER  1991-96 


Total  Investment  ($M) 


WHERE  DID  THE  MONEY  GO? 


Total  Return  ($M) 


Technology  Purchases 
Training 

Operational  Charges 


105 


6.5 


8.7 


who  could  use  it  the  least,”  says  McCann. 
Then  the  company  tried  a  brute  force  method, 
where  the  biggest  revenue-earners  paid  the 
most.  “We  are  moving  now  to  a  more  exact 
way  of  negotiated  payments  as  if  the  [internal 
customers]  were  getting  the  service  from  an 
outside  vendor,”  says  Grijalva. 

That’s  not  to  say  that  the  network  wars  are 
over.  Schlumberger’s  top  IS  executive  under¬ 
stands  both  sides.  A  former  field  engineer  who 
has  had  experience  in  marketing  and  opera¬ 
tions  during  his  20  years  at  the  company, 
Larry  Gutman  was  named  vice  president  of 
IT  just  over  two  years  ago  and  is  now  respon¬ 
sible  for  deploying  a  huge  SAP  enterprise 
resource  planning  software  package  over  the 
SINet  infrastructure. 

“In  my  first  year  as  vice  president  of  IT,  I 
stood  up  and  said  the  network  usage  is  increas¬ 
ing,  and  we’re  increasing  costs  by  20  percent 
per  year,”  says  Gutman.  “Of  course,  every¬ 
one  threw  rocks;  it’s  an  annual  event.”  In  his 
second  year,  Gutman  shifted  his  strategy  to 
trying  to  determine  the  value  of  the  IT  invest¬ 
ment.  “That’s  a  challenging  job,  but  it  can  be 
done,  at  least  anecdotally,”  he  says. 

For  example,  Schlumberger  operates  huge 
seismic  research  vessels  that  collect  terabytes 
of  data  on  rock  formations  and  oil  deposits 
beneath  the  ocean  floor.  Supercomputers  have 
reduced  the  time  required  to  process  the  data 


SCHLUMBERGER'S  RETURN  on  its  networking  investment  took  off  in 
1 996  because  two  spinoff  companies  that  grew  out  of  SINet  began 
generating  significant  revenue  streams.  Omnes,  the  Schlumberger/ 

Cable  &  Wireless  telecommunications  services  joint  venture,  and 

'  * 

„  GlobalSoft,  a  new  company  formed  to  sell  software  development 
tools,  together  generated  around  $70  million  in  1996. 
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Total  Gross  Investment:  $72M  |  Gross  Return:  $552M 


Net  ROI  =  668% 


from  several  months  to  just  weeks.  But  get¬ 
ting  the  data  to  the  client  sometimes  still 
requires  loading  and  shipping  pallets  of  tapes 
to  the  customer. 

Continued  investments  in  state-of-the-art 
networks,  however,  could  change  all  that. 
“We’re  testing  a  high-performance  trial  net¬ 
work,  and  it  took  only  eight  days  for  the 
data  to  be  transferred,”  says  Gutman.  The 
time  and  cost  savings,  of  course,  will  be 
measured. 

Quantifying  the  impact  of  the  network  on 
costs,  though  a  difficult  task,  is  important  to 
Schlumberger.  Since  1991,  the  company  has 
conducted  two  internal  audits  of  all  commu¬ 
nications  costs,  including  expenses  for  airline 
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From  the  beginning,  InPower  Models-  were  event-based 
creations,  rather  than  random  accidents  of  evolution. 


What  has  evolution  done  for  HR?  Ported  mainframe 
programs  to  PCs?  Required  multiple  systems  and 
duplicate  data  entries  to  hire  an  applicant?  Has 
evolution  left  you  an  ice  age  or  two  behind  the 
rest  of  your  business?  Then  consider  InPower. 


The  Ultimate  Human  Resource  Manager  prefers  creation 
to  evolution.  InPower  gives  you  the  cumulative  best  practices 
of  the  world’s  most  efficient  HR  departments -today.  We  call 
this  miracle:  InPower  Models. 

InPower  Models  define  “event-based”  procedures  for  every 
HR  activity,  from  day-to-day  operations  to  those  dependent 
on  frequently  changing  information.  You  designate  the  task, 
InPower  automates  the  procedure. 


These  models  were  derived  from  the  HR  practices  of  leading- 
edge  companies:  multinationals  and  regionals,  large  and  small, 
unionized,  even  multi-industrial.  The  results  were  streamlined 
into  InPower’s  customizable  client/server  applications.  No  hit- 
and-miss.  No  drawn-out  evolution. 

Best  of  all,  InPower  Models  are  completely  integrated  with 
the  rest  of  your  enterprise.  Is  that  Divine  or  what? 

So  why  don’t  other  HR/Payroll  systems  offer  models? 

They  just  haven’t  evolved  that  far.  For  more  information 
on  InPower  Models,  Call:  1-800-930-0165. 


HP  &  InPower  deliver  breakthrough  client/server 
payroll  performance,  ('.all  1-800-930-0165  for 
a  complete  benchmark  report. 


InPower 


Managing  the  realm  of  human  possibility 

Phone:1-800-930-0165  Fax:1-800-695-8262  L'rl:  www.mpower.com  Email:  info** inpower.com 

Infcmcr  Mcaiefc  and  the  InftMcr  kjp.'  are  trademark*  ul  IdRmcx.  lac. 


WINNER  PROFILE:  SC 


Product-data 
management  software 
and  materials  resource 
planning  software 
deployed  worldwide 
over  SINet  to  the 
oil-field  services 
product  centers 
have  saved  nearly 
155  million  in  IT 
costs  since  1993. 


LUMBERGER 


travel  for  face-to-face  meetings,  telephone  and 
network  charges,  and  overnight  mail  and 
courier  service  fees.  The  findings  from  the  sec¬ 
ond  audit  in  1993:  Total  communications 
costs  decreased  by  2  percent.  “That  decrease 
may  not  seem  like  much,”  says  Sims,  “but  it 
came  despite  the  fact  that  we  spent  $5  million 
more  on  the  network  than  [we  had]  the  pre¬ 
vious  year,  and  it  amounted  to  a  $2  million 
reduction.”  Now,  as  the  company’s  search  for 
meaningful  network  metrics  continues, 
consultants  from  Stamford,  Conn. -based 
Gartner  Group  Inc.  have  been  hired  to  study 
how  Schlumberger’s  com¬ 
munications  costs  com¬ 
pare  with  those  of  other 
companies. 

Cost  savings  are  impor¬ 
tant,  but  it’s  the  strategic 
nature  of  the  network  that 
keeps  management  online. 

In  fact,  Sims  offers 
Schlumberger’s  man¬ 
agers  the  “golden  ax.”  As 
Gutman  recalls,  Sims  told 
them  “if  the  costs  get  too 
much  for  you,  just  cut  it 
off.”  No  one  has  taken 
this  route,  of  course. 

One  reason  is  that  more 
and  more  applications  are 
being  layered  on  the  net¬ 
work,  the  benefits  of 
which  have  been  easy  to 
measure.  For  example, 
product-data  management 
software  from  Sherpa 
Corp.  and  materials 
resource  planning  soft¬ 
ware  from  QAD  deployed 
worldwide  in  the  oil-field 
services  product  centers 
have  saved  nearly  $55  mil¬ 
lion  in  IT  costs  since  1993. 

Those  investments, 

Grijalva  figures,  allow  fewer  people  to  do 
more  work.  In  the  past,  the  company  had  one 
sales  representative  for  every  40  customers. 
Now  the  ratio  is  l-to-300.  Revenue  per 
employee,  a  coarse  measure  of  corporate  effi¬ 
ciency,  looks  impressive  as  well.  Between 
1991  and  1995,  revenues  grew  26.5  percent 
while  head  count  fell  6.3  percent.  At 
$149,000  in  sales  per  employee  per  year, 
Schlumberger  outperforms  its  closest  com¬ 
petitor  by  50  percent. 

It’s  not  just  numbers  that  keep  SINet  rolling 
but  a  sense  that  the  network  has  changed  the 
business  in  fundamental  ways.  For  keeping  up 


with  fast-paced  emergencies,  constant  access 
to  SINet  has  become  the  executive’s  lifeline. 
“Whenever  there  is  a  failure  [of  the  network], 
I  feel  naked,”  says  Grijalva. 

For  customers,  too,  SINet  has  become  an 
important  selling  point,  and  that  means  rev¬ 
enue.  Indeed,  Schlumberger  calculates  that 
from  1992  to  1996,  revenues  were  enhanced 
by  a  whopping  $552  million  thanks  to  new 
revenue  streams  and  productivity  improve¬ 
ments.  For  example,  just  in  the  past  year,  SINet 
has  been  used  by  an  oil  company  client  in  Texas 
called  Pogo  Corp.  “For  the  first  time  ever,  there 
is  a  team  in  charge  in 
Houston  controlling  the 
oil  rig  in  Thailand,”  says 
Grijalva.  “The  data  is 
being  transmitted  in  real¬ 
time.”  When  the  company 
was  lobbying  for  the  Pogo 
contract,  SINet  proved  to 
be  an  invaluable  competi¬ 
tive  advantage. 

Sims  attributes  a  multi¬ 
tude  of  other  benefits  to  the 
SINet  investments,  too.  For 
example,  the  network 
allowed  Schlumberger  to 
consolidate  computation 
resources  from  15  seismic 
data  processing  centers 
located  around  the  world  to 
two,  one  in  Houston  and 
one  in  London.  Access  to 
the  Internet  also  has  pro¬ 
vided  Schlumberger  with 
free  software.  To  create  its 
online  employee  directory, 
for  instance,  Schlumberger 
downloaded  public  domain 
software  called  Ph/Qi  from 
the  University  of  Illinois  at 
Urbana-Champaign. 
Design  files  for  downhole 
tools  are  online  now,  too, 
which  have  helped  shorten  the  time  to  market 
for  oil-field  services’  new  products. 

But  the  biggest  beneficiary  of  the  network, 
says  Sims,  probably  will  be  the  next  young 
engineer  stuck  at  a  remote  well  site  thousands 
of  miles  from  a  Schlumberger  support  base. 
“Through  the  network,  help  or  advice  from 
some  of  the  most  senior  and  experienced  peo¬ 
ple  is  now  only  a  few  mouse-clicks  away,”  he 
says.  K3E] 

Senior  Editor  E.B.  Baatz  is  leaving  CIO  to 
help  launch  an  economic  information  ser¬ 
vice,  Thinking  Cap  Solutions. 


ANATOMY  OF  THE  SYSTEM 


\  / 

Hardware:  50  Newbridge  multi¬ 
plexers,  500  Cisco  routers  plus  150 
access  servers,  1,750  Cabletron 
Ethernet  hubs,  2,000  ZyXel 
modems,  more  than  22,000  desk¬ 
tops  systems  of  all  types. 

■ 

Software:  Netscape  Navigator 
browser,  Lycos  search  engine,  Ph/Qi 
directory,  Qualcomm's  Eudora 
fore-mail. 

The  Network:  Uses  the  TCP/IP 
protocol  and  serves  22,000  users  in 
more  than  500  locations.  More  than 
1 00  internal  Web  servers  and  30 
Gopher  servers.  Bandwidth  from 
4.8Kbps  to  45Mbps.  BBN  equipment 
is  also  used  for  some  terrestrial 
data  transmissions  and  Hughes 
VSAT  satellites  provide  access  from 
remote  sites  in  West  Africa  and 
elsewhere. 
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LBMS  Process  Engineer®  -  Best  Practices  for  the  Enterprise 

Sustainable  Process  Improvement.  That’s  what  it’s  all  about  according  to  industry  experts  such  as  Capers  Jones,  the 
Gartner  Group,  the  Meta  Group  and  the  SEI —  the  people  who  make  their  living  figuring  out  how  to  make  better,  faster,  cheaper 
a  reality.  And  these  experts  point  to  Process  Management,  enabling  you  to  achieve:  350%  increase  in  developer 
productivity;  70%  improvement  in  project  schedules;  90%  reduction  in  defects;  and  500%  return  on  investment. 


With  over  1 ,000  implementations  worldwide,  Process  Engineer  is  the  leading  Process  Management  tool  for  defining, 
deploying,  executing  and  improving  development  best  practices.  The  LBMS  Process  Library  combines  our 
knowledge  base  of  best  practices  with  that  of  industry  experts  through  our  LBMS  ProcessWare  Partners 
Program.  We  address  significant  development  issues  such  as:  Enterprise  Client/Server  Applications,  Data 
Warehousing,  Business  Process  Re-engineering,  Package  Implementation,  and  Object  Oriented 
Development.  Process  Engineer  enables  the  process  library  to  be  customized  to  reflect  organizational  best  practices. 
Its  integrated  suite  of  tools  provides  authoring,  process-driven  planning,  task  and  deliverable  management,  process 
improvement  capabilities  to  all  team  members  and  provides  facilities  for  publishing  best  practices  on  a  corporate  Intranet. 


Break  through  the  Barrier  Today.  Call  us  now  to  schedule  a  Process  Engineer  Demo.  Register  online  at  our  Web 
site  for  the  LBMS  Pree  Seminar  Series:  Process  Management.  Order  a  Tree  White  Paper  on  ms* 

Process  Management  or  our  multimedia  Seminar  On  CD  .  Call  us  at  1-800-345-LBMS  mm  Llj/I/Ij 
(5267)  or  outside  the  US  at  713-625-9300.  Visit  us  on  the  Web  at  www.lbms.com. 


http://www.lbms.com 


)  1996  LBMS,  Inc.  Process  Engineer  is  a  trademark  of  LBMS,  Inc.  All  other  trademarks  acknowledged. 


IS  helped  the  nation's  largest  bank  develop  more  profitable 
relationships  with  its  small  and  midsize  business  customers 


RANK  LOURENSO,  executive  vice  presi¬ 
dent  of  The  Chase  Manhattan  Corp.’s 
Middle  Market  Banking  Group  (MMBG), 
used  to  walk  into  sales  meetings  and  ask, 
“How  many  relationships  do  you  man¬ 
age?”  Inevitably,  the  sales  staff  would  answer, 
“about  100”  or  “about  120.”  Lourenso  would 
shake  his  head  in  frustration.  “If  I  were  a  car 
salesman,”  he  would  say,  “I’d  know  exactly  how 
many  cars  were  on  my  lot — not  just  ‘about’  how 

Denis  O'Leary  (left)  and  Frank  Lourenso:  With  help 
from  the  RMS  development  team  (right),  they  formed  a 
partnership  at  Chase. 


many — and  I’d  know  who  my  customers  were.” 

Not  that  Lourenso  wants  his  salespeople  to 
emulate  car  salesmen;  he  simply  feels  that,  as  the 
owners  of  50  percent  of  the  market  share  of 
business  banking  services  to  small  and  midsize 
companies  in  the  New  York/New  Jersey/ 


PHOTOGRAPHY  BY  EDWARD  SANTALONE;  ILLUSTRATION  BY  RANDY  LYHUS 


Connecticut  tri-state  region,  they  should  know 
who  their  customers  are,  which  bank  products 
they  use  and  how  they  can  be  encouraged  to 
buy  more  products  in  the  future. 

To  gain  that  knowledge,  Chase’s  sales  reps 
used  to  have  to  devote  an  inordinate  amount 
of  time  to  extracting  customer  and  product 
data  from  several  independent  bank  infor¬ 
mation  systems.  Just  collecting  that  informa¬ 
tion,  much  less  making  sense  of  it,  took  far 
more  time  than  they  could  afford  to  spend 
actually  working  with  their  customers. 

That  quandary  led  to  the  development  of 


Chase  Manhattan’s  Relationship  Management 
System  (RMS),  a  Windows-based,  client/serv¬ 
er  system  that  gives  salespeople  a  single,  intu¬ 
itive  interface  to  multiple  types  of  middle-mar¬ 
ket  customer  data  such  as  credit  balance  and 
transactions.  By  joining  Chase’s  legacy  appli¬ 
cations  with  new  PC/LAN/WAN  technology, 
RMS  minimizes  the  amount  of  time  reps  spend 
looking  for  customer  data,  thus  freeing  them 
up  to  cultivate  customer  relationships. 

RMS  originated  in  1994  at  Chemical  Bank, 
which,  prior  to  its  1996  merger  with  Chase 
Manhattan,  was  a  major  player  in  the  tri-state 
middle-market  banking  business.  Since  its  ini¬ 
tial  rollout,  about  two-thirds  of  MMBG’s 
1,000  reps  within  the  merged  banks  have 
adopted  RMS,  and  the  system  is  credited  with 
increasing  customer  calls  and  product  sales  sig¬ 
nificantly.  “We  now  have  a  simpler  informa¬ 
tion  environment  that  makes  it  easier  to  han¬ 
dle  the  increasing  complexity  of  the  bank,”  says 
system  developer  John  McFadden,  vice  presi¬ 
dent  and  department  head  of  Commercial 
Lending  Reengineering  and  Middle  Market 
Management  Systems  for  Chase  Manhattan. 

The  impetus  for  building  the  system  came 
from  Lourenso,  then  head  of  Chemical’s  mid¬ 
dle-market  strategy,  who  had  misgivings  about 
the  bank’s  uninspired  use  of  technology.  Each 
of  Chemical’s  bank  units  maintained  excep¬ 
tional  databases  of  customer  information, 
including  the  Customer  and  Product  Reporting 
System  (CAPRS),  which  offered  customer 
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information  to  reps,  and  the  Financial 
Management  Reporting  (FMR)  system,  which 
tracked  profitability  data  for  senior  managers. 
But  that  wealth  of  customer  information  often 
was  inconsistent  or  duplicated  across  the  var¬ 
ious  individual  databases  and  could  not  be 
accessed  using  one  interface.  “We  just  were  not 
embracing  technology  to  the  degree  that  we 
would  have  liked  to,”  says  Lourenso. 

Reps  could  cobble  together  customer  port¬ 
folios  only  by  dipping  into  several  information 
systems  and  wasting  a  lot  of  paper.  By  the  time 
they  finished,  the  information  was  outdated. 

Similarly,  senior  managers 
worried  that  MMBG  was 
being  plagued  by  the  old 
80/20  rule — that  20  per¬ 
cent  of  MMBG’s  customers 
were  generating  80  percent 
of  the  unit’s  annual  income. 
Lourenso  feared  the  reps, 
in  trying  to  serve  every¬ 
body  equally,  might  be  pay¬ 
ing  too  much  attention  to 
smaller  accounts  and  not 
enough  to  their  most  prof¬ 
itable  ones.  Yet  without  an  information  sys¬ 
tem  that  could  readily  and  reliably  assimilate 
all  its  customer  data,  Chase  had  no  way  to 
identify  those  preferred  customers. 

System  maintenance  was  a  nightmare,  too. 
Something  as  simple  as  changing  a  customer’s 
address  required  a  salesperson  to  send  as 
many  as  eight  separate  memos  to  individual 
systems  operators  to  ensure  the  change  was 
made  throughout  the  legacy  system. 

The  sales  reps’  lack  of  interest  in  IT  didn’t 
help,  either.  That  attitude  had  been  noted  as 
early  as  1990,  when  Chemical  switched  its 
voice/data  network  from  a  Wang  platform  to 
a  PC/LAN.  Chase  Manhattan’s  Information 
Technology  and  Operations  (IT&O)  was 
excited  about  the  move  to  RMS,  says  Amy 
Hirson,  now  vice  president  of  Middle  Market 
Information  and  Management  Systems,  and 
subsequently  developed  several  applications 
that  the  technologists  thought  would  be  use¬ 
ful  to  reps.  But  when  IT&O  demonstrated 
those  systems  to  users  and  asked  if  they  could 
use  them,  Hirson  says,  the  polite  reply  was,  “I 
don’t  think  so.” 

That  indifference  to  IT  also  was  document¬ 
ed  in  a  1993  Barlow  Research  survey  that  found 
MMBG’s  top-performing  reps  didn’t  feel  IT  was 
instrumental  to  their  success.  In  response  to 
those  findings,  McFadden  and  Hirson  gathered 
some  salespeople  and  for  the  first  time  simply 
asked  them,  “How  can  we  help  you?” 

Their  answer:  They  needed  exactly  what 


DEFINING  VALUE 


Relationship  Management  System  (RMS)  provides  the  bank's  middle- 
market  relationship  managers  and  their  supervisors  with  a  consolidat¬ 
ed  view  of  customer  information.  RMS  gives  users  greater  access  to 
current  customer  information,  and  it  reduces  the  time  it  takes  to  gath¬ 
er  that  data  from  various  legacy  systems.  Relationship  managers  now 
can  devote  more  time-and  more  information  resources-to  maximiz¬ 
ing  and  expanding  their  customer  base. 


“We  now  have  a 
simpler  information 
environment  that 
makes  it  easier 
to  handle  the 
increasing  complexity 
of  the  bank.” 

-John  McFadden 
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WINNER  PROFILE:  CHASE  MANHATTAN 


Ifitis  right  in 
RMS.  il  is  right 
everywhere." 


-Amy  Hirson 


I.ourenso  had  identified — a  single,  simple  way 
to  view  and  manage  customer  data.  RMS  was 
conceived  at  that  meeting,  and  it  became  a  full¬ 
blown  project  early  in  1994,  when  Lourcnso 
chartered  a  multidisciplinary’  technology  advi¬ 
sory  board  whose  principal  task  was  RMS 
development.  At  the  same  time,  IT&iO  was 
creating  a  virtual  Global  Exposure  System 
(GES),  a  fast,  friendly  system  for  users  to  access 
MMBG  credit  information.  Because  GES  and 
RMS  shared  the  same  objective — to  provide 
an  open  architecture  to  support  common  busi¬ 
ness  processes — the  two  projects  were  merged. 

Before  one  line  of  code  was  written,  the  tech¬ 
nologists  changed  their  approach  to  system 
development.  Rather  than  sit  in  the  IT&O 
offices  and  try  to  anticipate  what  users  need- 


THE  NUMBERS:  CHASE  MANHATTAN  1993-98 


Total  Investment  ($M) 


WHERE  DID  THE  MONEY  GO? 


7% 


31% 


62% 


Systems  Development 
Systems  Prod./Maint. 

Tech.  Purchases  &  Training 


Total  Return  ($M) 

8.4 


8.5 


1.1 

I 

1993 


ed,  McEadden  and  Hirson  moved  their  offices 
to  the  MMBG  site  in  Manhattan,  where  thev 
began  to  work  side  by  side  with  the  reps.  “Vie 
often  didn't  get  a  chance  to  talk  with  these  peo¬ 
ple  before,  McFadden  says.  “Vie  used  to  have 
communication  by  proxy;  everybody  was 
guessing  what  they  needed.  As  a  result,  we  used 
to  overengineer  our  systems.  What  they  really 
needed  was  a  lot  less  than  what  we  thought 
they  might  need.” 

The  business  people,  too,  were  surprised. 
I  hey  expected  the  technologists  to  come  in 
with  preconceived  notions  and  ignore  any 
feedback.  Instead,  the  reps  found  their  sug¬ 
gestions  were  welcomed  and  incorporated  in 
RMS.  “Nobody  came  in  defending  the  svs- 
tem,"  says  Lori  Pape,  vice  president  and 
MMBG  team  leader.  “We  always  walked  away 
feeling  like  the  technical  folks  were  really  lis¬ 
tening  to  what  we  said.  As  a  result,  everyone 
had  a  sense  of  ownership  of  the  system." 

The  RMS  development  team’s  first  objective 
was  to  integrate  in  a  PC/LAN  environment 
what  had  been  a  series  of  separate  legacy  appli¬ 
cations  dedicated  to  banking  functions  such  as 


1994 


1995 


1996 


1997 


THE  BOTTOM  LINE 


Total  Gross  Investment:  $20.5M  |  Total  Gross  Return:  $28.2M 


Net  ROI  =  37.4% 


BECAUSE  CHASE  MANHATTAN'S  GOAL  was  to  connect,  not  replace,  its 
valuable  legacy  systems,  the  bank  avoided  major  hardware  invest¬ 
ments,  instead  directing  resources  to  build  a  flexible  architecture  to 
support,  network  and  maximize  those  systems.  Rather  than  make  a 
heavy  new  investment,  Chase  chose  to  protect  an  old  one. 


accounting,  fee-based  services,  credit  analysis, 
profitability  and  performance  management. 
Combining  systems  such  as  CAPRS  and  EMR 
into  a  single  application  not  only  would  de¬ 
crease  system  redundancy  but  also  would  elim¬ 
inate  data  duplication  while  linking  diverse  plat¬ 
forms  and  MMBG’s  multiple  offices.  Users 
would  also  be  able  to  drill  down  through  data 
and  view  as  little  as  a  single  account  or  as  much 
as  a  rep’s  or  team’s  entire  portfolio.  That  would 
allow  reps  and  their  supervisors  to  see  how  an 
individual’s  accounts  stacked  up  against  others 
within  a  single  team  or  region,  or  in  MMBG  as 
a  whole,  to  help  track  performance  and  trends. 

The  next  development  challenge  was  to  give 
the  integrated  system  a  Windows-based  GUI 
and  set  it  up  to  run  spreadsheets  and  reports 
using  the  common  Microsoft  desktop  suite.  To 
preserve  data  integrity,  the  development  team 
decided  from  the  outset  that,  in  contrast  to  the 
legacy  systems  that  let  users  manipulate  the 
data,  RMS  would  incorporate  a  strict  data  qual¬ 
ity  process  wherein  users  could  view,  but  not 
change,  customer  information.  Any  changes 
would  be  submitted  via  Lotus  Notes  to  the  core 


1998 


86  CIO  /  FEBRUARY  1.  1997 


http://www.cio.com 


For  even  faster  service,  call  us  at  1-800-554-3448,  ext.  767, 
or  complete  and  fax  this  card  to  1-800-75-EXIDE. 

Or  visit  us  on  the  Internet  at  http://www.exide.com, 
or  E-mail  us  at  info@exide.com 


Yes!  Please  send  me  more  information  on  Exide  Electronics 
lineup  of  power  management  solutions. 


Company 

Address 

City 

Telephone  1 


Cor02FYA 


EXIDE  ELECTRONICS 
5608  SPRING  CT 
RALEIGH  NC  27690-0457 


I..I.II.mI.II..I.ImIIm.II.m.ImI.I.I.I,.,III.mI 


Uninterruptible  power  somnoNSlFor  an  on-iine  ups  that 

provides  clean,  consistent  power,  pick  up  a  Powerware®  Prestige  from 
Exide  Electronics.  Its  unique  design  protects  critical  workstations  and 

* 

network  devices.  Along  with  OnliNet®  power  management  software,  it 
enables  sophisticated  network  communication  and  control.  And  its  wide  input 
voltage  range  saves  batteries  for  when  you  need  them — during  an  extended 
power  outage.  So  accept  no  substitutes,  get  genuine  power  protection  today. 

Within  the  Americas:  1-800-554-3448,  ext.  762,  or  +1-919-870-3403 


Fax:  +1-919-870-3411,  Internet:  http://www.exide.com,  E-mail:  info@exide.com 
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WINNER  PROFILE:  CHASE  MANHATTAN 


ANATOMY  OF  THE  SYSTEM 


Hardware:  Servers  include 
IBM  mainframes,  Compaq 
Proliant  2000, 4500  and 

t 

5000,  plus  Solaris  Sparc  1 Q00 
and  2000.  Client  PCs  include 
486  models  with  a  minimum 
requirement  of  8MB  memory, 
one  high-density  3.5  disk 
drive  or  hard  drive,  VGA 
adapter,  Microsoft  mouse 
(or  compatible  point  device), 
10MB  of  disk  space  for  system 
files,  2MB  for  each  client 
setup. 

,  '  .  />  .  '  '  '  *’  "  . 

Software:  RMS  was  devel¬ 
oped  in-house  using  a  variety 
of  packaged  development 
toojs  including:  Windows  NT 
3.51,  Solaris  2.4  and  MVS 
5.22  on  the  server;  Windows 
3.1,  Windows  95,  Windows 
NT  3.51  and  Solaris  2.4  and 
MVS  4.2  on  the  client;  appli¬ 
cation  development  tools 
such  as  Visual  Basic,  C++, 

Lotus  Notes,  Microsoft  Word, 
Microsoft  Excel  and  Cobol. 

Architecture:  RMS  routes 
messages  through  a  variety 
of  IBM  mainframe  applica¬ 
tions  and  distributed  applica¬ 
tions  via  the  Chase  network 
facilities,  using  such  protocol 
translations  as  Novell 
IPX/SPX,  IBM  SNA  LU6.2  and 
TCP/IP. 


data  center  in  New  Jersey  (aside  from  transac¬ 
tional  information,  which  is  updated  automat¬ 
ically),  where  they  would  be  approved  and 
entered  by  authorized  managers.  That  process 
gives  users  confidence  in  RMS  data.  “If  it  is  right 
in  RMS,”  Hirson  says,  “it  is  right  everywhere.” 

As  with  many  IT  projects,  the  interpersonal 
challenges  surpassed  the  technical  ones.  Chase 
had  to  unite  its  own  diverse  IS  subgroups, 
including  the  network  and  customer  service 
teams  that  were  accustomed  to  working  inde¬ 
pendently,  under  varying  reporting  structures 
within  the  greater  IS  organization.  This  diplo¬ 
matic  dance  was  trickiest  when  the  IS  members 
of  the  development  team  found  themselves 
actually  advocating  business  issues  to  other  IS 
groups  back  in  the  office.  “Some  tech  teams 
would  say,  ‘I  don’t  think  [the  users]  know  what 
they  want,’”  says  Ray  Clarke,  a  management 
consultant  with  Middle  Market  Information 
and  Management  Systems  at  Chase,  “and  we’d 
have  to  say  no,  this  really  is  what  they  want.” 

To  resolve  those  conflicts,  the  RMS  devel¬ 
opment  team  stuck  to  a  democratic  approach 
to  problem-solving.  Priorities  were  voted  on, 
and  team  members  had  to  bow  to  the  major¬ 
ity.  That  approach  often  resulted  in  compro¬ 
mise,  but  it  also  developed  cross-functional 


By  the  end  of  last  year,  RMS  had  been  pro¬ 
vided  to  about  700  of  Chase  Manhattan’s 
1,000  middle-market  reps,  including  those 
brought  aboard  during  the  merger,  and  the 
company  now  plans  to  implement  parts  of  the 
application  in  other  Chase  Manhattan  bank¬ 
ing  units.  Also,  Texas  Commerce  Bank,  a  sub¬ 
sidiary  of  Chase  Manhattan,  has  adopted 
RMS  for  all  of  its  commercial  and  private 
bankers — about  1,000  users  all  told — and  it 
has  earmarked  money  to  help  Chase  research 
and  develop  future  modifications.  The  goal  in 
1997  is  for  RMS  to  be  fully  deployed  on  an 
intranet  so  that  the  bank’s  mobile  sales  force 
will  have  remote  access. 

Already,  RMS  has  given  MMBG  a  33  percent 
increase  in  calls  on  existing  customers  and 
prospects,  and  portfolio  profitability  has 
increased  27  percent.  “It’s  very  easy  to  see  where 
we’re  making  money,  where  we’re  not  and  what 
we  have  left  to  address,”  Lourenso  says.  And 
now  when  Lourenso  asks  reps  how  many 
accounts  they  manage,  he  gets  accurate  numbers. 

The  success  of  RMS  has  not  gone  unno¬ 
ticed  outside  Chase  Manhattan.  Larry  Prusak, 
a  former  Ernst  &  Young  consultant  who 
recently  joined  IBM  Corp.’s  Consulting 
Group  in  Boston  as  a  managing  principal  in 


“What  the  sales  reps  really  needed  was  a  lot  less  than  what 
we  thought  they  might  need.” 


-John  McFadden 


collaboration  and  trust.  “People  are  com¬ 
fortable  working  together  and  willing  to  cross 
lines,”  Clarke  says.  “Nobody  says,  ‘It’s  mine’ 
or  ‘It’s  yours.’  It’s  everybody’s.” 

After  five  prototypes  were  built,  tested  and 
tweaked,  the  first  live  version  of  RMS  was 
rolled  out  to  one  of  MMBG’s  teams  in  the 
summer  of  ’94.  Joe  Tune,  senior  vice  president 
and  MMBG  regional  manager,  likens  RMS  to 
a  prospector’s  dream.  “There  was  a  lot  of  gold 
in  all  that  data  in  the  old  management  infor¬ 
mation  system,  but  it  wasn’t  easy  to  extract,” 
he  says.  “RMS  is  like  a  stick  of  dynamite  that 
blows  away  all  the  rock  so  you  can  get  to  the 
gold.”  Deemed  successful  in  Tune’s  office, 
RMS  was  rolled  out  team  by  team  throughout 
MMBG.  Daniel  Greene,  a  vice  president  and 
MMBG  team  leader,  says  initially  there  was 
some  resistance  to  RMS  when  it  was  intro¬ 
duced  to  his  Long  Island  office.  “People  were 
willing  to  ignore  it,”  he  says.  But  that  attitude 
changed  as  soon  as  people  realized  that  it 
really  did  help  them  do  their  jobs  better. 


knowledge  management,  was  so  impressed  by 
the  system  that  he  recently  invited  system 
developer  McFadden  to  share  the  RMS  story 
with  a  conference  group.  But  it  was  more  than 
the  technology  that  got  Prusak’s  and  the  audi¬ 
ence’s  attention.  “What’s  interesting  in  par¬ 
ticular  is  the  way  they  went  about  building  the 
system,”  Prusak  says.  “[The  developers]  actu¬ 
ally  went  out  there  and  sat  with  the  users. 
They  listened,  watched  and  absorbed  their 
culture  before  they  did  a  thing — watched  how 
they  worked,  to  see  how  technology  could 
make  them  do  their  jobs  better.”  That 
approach,  Prusak  says,  resulted  in  a  system  and 
a  business/IS  relationship  that  gave  RMS  an 
impressive  ROI.  Concludes  Denis  O’Leary, 
executive  vice  president  and  CIO,  “The  challenge 
really  is  to  get  the  business  and  IS  groups  to  coa¬ 
lesce  around  a  partnership  that  will  endure  and 
a  technical  infrastructure  that  is  sturdy.”  ESI 


Staff  Writer  Tom  Field  can  be  reached  at 
tfield@cio.com. 
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H  R 


MANAGEMENT 


You  know  the  feeling.  Your  boss  appears 
in  the  doorway,  asking  for  information 
that  your  current  HR  software  just  can’t 


HUMAN  RESOURCES  BENEFITS  PAYROLL 


produce  on  demand. 

Fortunately,  with  a  Human  Resource 
Management  System  from  ADP,  every¬ 
thing  from  benefits  projections  to 
staffing  analyses  is  just  moments  away. 
Because  our  systems  are  so  flexible,  they 
allow  you  to  access  the  information  you 
want,  the  way  you  want  it. 

And  with  over  20  years  of  HR  expe¬ 
rience,  ADP  will  be  there  to  guide  you 
every  step  of  the  way.  From  cur¬ 
rent  system  analysis  to  new  system 
implementation  to  ongoing  mainte¬ 
nance,  we’ll  provide  a  support  team 
dedicated  to  your  needs. 

No  wonder  over  5,000  companies 
rely  on  ADP  for  HR  solutions.  Whether 
your  company  is  LAN-  or  WAN-based, 
requires  single-user  or  client-server  plat¬ 
forms,  we  provide  solutions  that  seam¬ 
lessly  integrate  your  HR,  benefits  and 
payroll  information. 

So  the  next  time  your  CEO  asks  for 
information,  you’ll  be  able  to  deliver  it  on 
the  spot.  To  find  out  more,  visit  us  at 
adp.com  or  call  for  a  free  demo  disk. 

1  800  CALL  ADP 


ext.  388 

www.adp.com 
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The  universal  in-box  arrives 
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ric  Schmidt  has  lawyers  on  the  run.  He 
also  has  them  in  the  air  and  at  client  offices 
across  the  United  States.  As  director  of  infor¬ 
mation  services  at  Bricker  and  Eckler,  a 
Columbus,  Ohio,  law  firm,  Schmidt  sees  to  it 
that  his  organization’s  information  infrastructure 
doesn’t  waste  a  moment  of  the  firm’s  most  valuable 
resource:  attorneys’  billable  hours. 

One  way  Schmidt  has  responded  to  the  company’s 
need  for  efficiency  is  by  introducing  integrated  mes¬ 
saging,  a  system  that  brings  several  different  message 
types  to  the  user  through  a  single  interface. 
“Integrated  messaging  is  just  part  of  the  long-range 
scheme  we  set  up  two  years  ago  that  focuses  on  access 
to  resources,”  Schmidt  explains.  “We  want  to  make 
things  easier  and  more  efficient  for  the  attorneys  when 
they’re  on  the  road.” 

What  Is  "Messaging"? 

Some  companies  feel  they’ve  taken  a  major  step  toward 
integrated  messaging  when  they  build  a  system  that  joins 
internal  e-mail  with  the  rest  of  the  world,  using  the 
Internet.  Others  don’t  invoke  the  integrated  messaging 
mantra  until  computer-based  fax  retrieval  has  joined  the 
mix.  Still  others,  like  Bricker  and  Eckler,  go  for  the  inte¬ 
grated  messaging  brass  ring,  joining  e-mail,  fax  and  voice 
mail  in  a  unified  communications  system. 

One  of  the  basic  assumptions  of 
integrated  messaging  is  that  all  mes¬ 
sages  are  not  created  equal.  Anyone 
who  has  retrieved  voice  mail  from 
the  road  has  felt  the  frustration  of 
listening  to  a  dozen  frivolous  mes¬ 
sages  before  getting  to  the  one  cru¬ 
cial  message.  In  an  e-mail  interface, 
users  can  see  the  subject  of  a  mes¬ 
sage  and  the  sender’s  name  before 
deciding  whether  the  message 
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Recordable  CD-ROMs 

Integrating  Voice, 
Data  and  Video 

Bandwidth  Allocation 

Linking  Data 


should  be  deleted,  read  later  or  read  immediately.  The 
e-mail-centric  interface  of  most  integrated  messaging  sys¬ 
tems  allows  the  same  scanning  and  triage  for  voice-mail 
messages  as  well.  Some  users  feel  that  the  power  to  know 
whom  the  message  is  from  before  listening  and  how 
important  it  might  be  is  worth  any  pain  that  might 
accompany  the  switch  to  a  new  messaging  system. 

Giving  users  an  efficient  way  to  retrieve  messages  and 
an  effective  way  to  deal  with  them  once  retrieved  are  the 
twin  pillars  of  today’s  integrated  messaging  plans. 
“Integrated  messaging  is  the  automatic  delivery  of  infor¬ 
mation  over  a  network,”  says  Tim  Patterson,  manager 
of  public  relations  for  the  business  communications  sys¬ 
tems  group  of  Lucent  Technologies  Inc.,  located  in 
Basking  Ridge,  N.J.  Using  the  concept  of  a  “universal  in¬ 
box,”  users  can  sit  at  their  PCs  and  answer  their  voice 
mail,  send  or  receive  e-mail  or  faxes,  and  even  send 
images  from  a  single  screen. 

The  system  must  be  adaptable  for  occasions  when 
message  pickup  can’t  involve  a  computer.  Given  that  even 
the  most  dedicated  laptop  computer  users  admit  there 
are  times  when  it’s  easiest  to  pick  up  a  telephone  and  sim¬ 
ply  call  the  office,  the  typical  integrated  messaging  sys- 
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SAS 


FREE  for  a  Limited  Time. .  .A  CD  ROM  Preview  of 


The  Top  New 
Data  Warehousing 

Software  When  200,000  IS  managers  were  asked  to 

choose  the  top  software  for  data  warehousing, 


their  answer  had  a  familiar  ring: 

SAS  software  from  SAS  Institute. 


PRODUCT 

OF  THE 

YEAR  1996 

IS  MANAGERS  CHOICE 


As  the  only  end-to-end  solution  for  rapid  data 
warehousing,  SAS  software  delivers  everything 

you  need  to  manage,  organize,  DATAMATION 
and  exploit  your  business  data. 

The  tools  you  use  to  build  a 
data  warehouse  are  the  same 
ones  used  to  maintain  it. . . nm  ,  > ' 

it... and  change  it.  And  what’s  more,  everything’s 
scalable.  You  can  jump  right  into  enterprise-wide 
information  delivery  applications... or  stall  small 
and  build  on  your  success. 

SAS  software  doesn’t  consume  overhead  for 
database  features  you  don’t  need.  And  once  you 
have  data  in  the  warehouse,  you’ll  find  everything 
you  need  for  data  query  and  reporting,  OLAP/ 
multi-dimensional  analysis,  data  mining,  database 
marketing,  data  visualization,  and  much  more. 
It’s  never  been  easier  to  access  your  data... or 
to  arrive  at  informed  decisions  by  turning  raw 
data  into  real  information. 


SAS  Institute 


Software  for  Successful  Decision  Making 


Phone  919.677.8200  Fax  919.677.4444 
In  Canada  1.800.363.8397 

You  can  also  request  your  free  CD  ROM,  and  learn 
more  about  SAS  seminars  in  your  area,  by  visiting 
us  on  the  World  Wide  Web  at  http://www.sas.eom/ 


E-mail:  cio@sas.sas.com 


Institute. 


Software 


for 


Successful 


Decision 


Making. 


SAS  is  a  registered  trademark  of  SAS  Institute  Inc.  Copyright  c  1996  by  SAS  Institute  Inc. 


Emerging 

Technology 

tern  must  allow  for  control  of  message 
retrieval  and  disposition  from  a  standard 
touch-tone  telephone  as  well  as  from  a 
multimedia  computer. 

Interface  and  access  methods  now 
boil  down  to  the  e-mail  interface  on 
most  organizational  systems.  Both 
Microsoft  Exchange  and  Lotus  Notes 
have  add-on  components  that  notify  the 
user  of,  and  lets  them  control,  voice-mail 
messages  the  same  way  they  now  man¬ 
age  e-mail  and  fax  messages. 

But  like  many  simple  concepts,  the 
universal  in-box  quickly  becomes  com¬ 
plex  in  execution. 

So  Many  Standards 

The  most  important  group  of  technolo¬ 
gies  for  implementing  integrated  mes¬ 
saging  fall  under  the  rather  broad  rubric 
of  computer-telephony  integration,  or 
CTI.  Those  technologies  enable  com¬ 
puters  to  control  electronic  telephone 
switches  that,  in  turn,  send  message  traf¬ 
fic  and  control  confirmations  back  to  the 
computers.  That  control  passing  tech¬ 
nology  has  existed  since  business  tele¬ 
phone  switches  first  were  computerized 
nearly  30  years  ago;  however,  a  variety 
of  solutions  from  companies  whose  pri¬ 
mary  business  was  not  telephones  had 
to  wait  until  standards  were  developed 
for  the  control  messages  to  meet. 

The  two  standards  most  often  used  in 
CTI  are  Telephony  Application  Pro¬ 
gramming  Interface  (TAPI)  and  Tele¬ 
phony  Services  Application  Program¬ 
ming  Interface  (TSAPI).  In  the  begin¬ 
ning,  TAPI  and  TSAPI  did  not  seem  to 
be  competitors  at  all.  TAPI  began  as  a 
standard  primarily  concerned  with  first- 
party  call  control  (where  a  user  sitting  at 
a  workstation  decides  which  messages 
to  retrieve),  whereas  TSAPI  focused  on 
third-party  call  control  (where  a  central 
computer  decides  which  user  should 
receive  which  calls).  Over  time,  each 
standard  expanded  to  include  functions 
originally  supported  by  the  other.  Newer 
standards,  such  as  the  Java  Telephony 
API  under  development  by  Sun,  Lucent, 
Novell,  Intel,  Nortel  and  IBM,  start  with 
the  understanding  that  a  useful  API  must 
deal  with  both  types  of  control.  “We 
decided  that  the  primitives  needed  for 
third-party  control  were  the  superset, 


Reactin'  and  Writin' 

Ease  of  use  and  lower  costs  make  recordable 
CDs  an  attractive  option 


CHEAPER,  EASY-TO-USE 
software  is  making  CD-Re¬ 
cordable  (CD-R)  drives  a  tool 
for  ordinary  managers. 

Recordable  CDs  are  moving  out  of 
the  hands  of  media  specialists  and 
onto  desktops  in  the  corporation. 
CD-Recordable  drives  are  now  avail¬ 
able  for  managers  who  distribute 
large  amounts  of  information. 
Hewlett-Packard  Co.  started  the 


RECORDABLE  CDs 


trend  in  October  1995  with  the  first 
recordable  CD-ROM  to  sell  for  less 
than  $1,000.  Now  other  manufac¬ 
turers,  such  as  Mitsumi  Electronics 
Corp.,  Philips  Electronics  NC,  and 
Smart  and  Friendly  have  followed 
suit,  and  the  price  of  CD-ROMs  on 
the  desktop  has  dropped  into  the 
$500-to-$750  range. 

In  1996,  1.3  million  CD-R  drives 
were  shipped  to  resellers, 
according  to  Freeman 
Associates  Inc.,  a  Santa 
Barbara,  Calif.,  market 
research  firm  specializ¬ 
ing  in  storage.  This 
year,  the  firm  expects 
the  number  to  increase 
despite  the  imminent 
switch  to  a  new  CD-like 
format  called  Digital 
Video  Disc. 

Inexpensive  CD-R  drives 
and  the  ubiquity  of  CD- 
ROM  in  modern  office 
computers  let  compa¬ 
nies  distribute  data¬ 
bases,  financial  infor¬ 
mation  and  presenta¬ 


tions  conveniently  to  offices,  business 
partners  and  customers.  A  CD-R  can 
hold  up  to  650MB  of  data,  pictures 
or  sound  in  a  universal  format. 

The  new  generation  of  recordable 
CD-ROMs  turns  producing  custom 
CDs  from  a  centralized  job  for  spe¬ 
cialists  into  something  any  manager 
can  do.  That  “democratization  of  pro¬ 
cess”  makes  the  CD-R  a  powerful 
information  tool  for  the  organization. 
CD-R  manufacturers  are  adding  fea¬ 
tures  and  bundling  software  to  make 
the  drives  easier  to  use.  Arcane  data  is 
hidden  by  the  new  software. 

Of  course,  there  are  some  draw¬ 
backs.  The  one-at-a-time  production 
process  on  these  low-cost  drives  is  a  lot 
like  copying  information  onto  floppy 
disks — but  even  slower.  Unlike  more 
expensive  CD-R  systems,  which  can 
record  multiple  copies  automatically 
at  six  times  the  average  speed,  the 
fastest  low-cost  desktop  units 
record  at  only  twice  the 
average  speed. 

An  organization 
that  needs  hundreds 
or  thousands  of 
copies  of  a  CD  is  bet¬ 
ter  off  with  the  con¬ 
ventional  mastering/ 
reproduction  process 
because  of  cost  and  labor 
considerations.  However, 
the  new  CD-Rs  give  the 
flexibility  to  produce  a 
few  CDs  for  limited  dis¬ 
tribution  more  quickly 
than  making  a  master 
and  sending  it  out  for 
reproduction. 

-Torn  Wailgum 


and  first-party  control  was  the  excep¬ 
tion,”  says  Sun  Microsystems  Inc.’s 
James  Wright,  manager  of  computer 
telephone  integration. 

Upgrading  Requirements 

A  typical  personal  computer  can  process 


e-mail  with  a  minimal  complement  of 
hardware.  Including  fax  capability  tends 
to  be  a  matter  of  adding  fax-equipped 
modems  to  a  server  rather  than  adding 
hardware  at  the  desktop. 

When  voice  mail  goes  on  the  menu, 
on  the  other  hand,  hardware  upgrades 
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Now 

Midwest  State 
can  kave  a 
surfing  team. 

Internet  an  d  LAN  access  at 
megabit  rates  to  every  dorm  room, 
over  existing  copper  wire. 


Presenting  inexpensive,  high-speed  access  to 
on-  and  off-campus  buildings,  with  PairGai n  's 
proven  campus  area  network  products. 
PairGain's  family  of  Campus  products  comple¬ 
ment  your  fiber-optic  backbone  by  delivering 
high-speed  data  services  to  your  end  users 
quickly  and  cost-effectively.  By  using  existing 
copper  cable  and  PairGain's  CopperOptics"" 
xDSL  solutions,  you  can  provide  students  and 
faculty  with  quick  access  to  the  Internet  or 
the  campus  fiber  backbone. 


Based  on  High-bit-rate  Digital  Subscriber 
Line  (HDSL)  transmission  technology, 
Campus-Star,  "Campus-REX’  and  Megabit  Modem’ 
products  install  in  minutes  to  connect  remote 
Ethernet  sites  to  the  backbone.  Cost-effective 
voice,  data  and  video  applications  like  distance 
learning  and  Internet  access  are  instantly  at 
hand,  at  variable  transmission  rates  from  384 
kbps  to  2  Mbps,  at  distances  up  to  five  miles. 


) _ 

i  huh 

ip  384  kbps-2  Mbps  | 
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1  Existing  Copper  1 

Campus-Star 

Computer  Center 


Campus-REX 


Remote  Site 


Too  far  from  the  waves  to  surf?  Let  PairGain 
bring  them  to  you.  Extend  the  power  of  your 
network,  with  PairGain's  market-leading  campus 
area  network  products. 

For  complete  information  see  our  web  site  or 
call  today  at  800-370-9670. 


PairGain 


http://www.pairgain.com 


PairGain  Technologies,  Inc.  14402  Franklin  Avenue,  Tustin,  CA  92780-7013,  USA  •  714-832-9922  •  800-370-9670  •  Fax  714-832-9924  • 
PairGain  is  a  registered  trademark  and  CopperOptics,  Campus-Star,  Campus-REX  and  Megabit  Modem  are  trademarks  of  PairGain  Technologies,  Inc. 
c1996  PairGain  Technologies,  Inc. 
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to  PCs  are  required.  Multimedia  PCs,  with  their 
speakers  and  microphones,  have  traditionally  been 
seen  as  home  consumer  products,  but  the  game- 
friendly  sound  systems  are  precisely  what  users 
demand  when  they  listen  and  respond  to  voice  mail 
through  the  PC.  The  availability  of  inexpensive, 
high-quality  sound  cards,  speakers  and  micro¬ 
phones  are  critical  to  making  the  integrated  mes¬ 
saging  workstation  possible,  but  they  can  add  con¬ 
siderable  complexity  to  systems  maintained  by 
already  overburdened  staffs. 

Upgrading  a  personal  computer  to  handle  inte¬ 
grated  messaging  is  useful  only  as  long  as  the  user 
can  access  that  computer.  For  organizations  such 
as  Bricker  and  Eckler,  providing  access  to  e-mail 
through  a  telephone  is  as  important  as  providing 
access  to  voice  mail  through  a  computer.  Turning 
telephones  into  messaging  workstations  doesn’t 
necessitate  more  intelligent  telephones — it  requires 
text-to-speech  conversion  at  the  messaging  server. 

Text-to-speech  use  is  growing,  although  there  are 
still  concerns  regarding  two  aspects:  one  is  techni¬ 
cal,  the  other  social.  Technically,  converting  text  into 
sound  puts  a  considerable  load  on  the  CPU  of  the 
message  server.  Because  text  can  be  stored  much 
more  compactly  than  sound,  it  is  unwieldy  to  pre- 
process  messages  into  sound  files  just  in  case  some¬ 
one  wants  to  listen  to  them.  Instead,  conversion  hap¬ 
pens  “just  in  time”  when  the  workstation  involved 
is  a  pay  phone  rather  than  a  computer. 

Have  Message,  Will  Travel 

Ask  IS  executives  why  they’re  considering  inte¬ 
grated  messaging  and  “our  mobile  professionals” 
will  likely  be  a  part  of  the  answer.  “Remote  access 
is  very  important,”  says  Julian  Smith,  director  of 
information  systems  at  Thompson  and  Co.,  an 
advertising  agency  headquartered  in  Memphis, 
Tenn.  “Most  of  our  people  will  work  at  home  or 
be  out  of  the  office  at  various  times,  so  getting  mes¬ 
sages  in  a  timely,  cost-effective  manner  is  crucial.” 

IS  directors  say  the  pressure  to  integrate  mes¬ 
saging  systems  comes  from  users  more  often  than 
from  corporate  managers.  “The  impetus  driving 
integrated  messaging  is  coming  straight  from  the 
users  most  affected  by  the  technology,”  says 
Schmidt.  “Over  the  last  three  years,  as  we’ve  built 
our  systems,  the  attorneys  have  been  pushing  the 
technology,”  he  says.  Professionals  accustomed  to 
accessing  all  types  of  messages  at  their  desks  are 
unwilling  to  forgo  e-mail  while  away  from  the 
office. 

While  requirements  for  mobile  professionals  may 
drive  the  move  to  integrated  messaging,  the  need 
to  optimize  people’s  skills  even  when  they’re  at  their 
desks  plays  an  important  reinforcing  role.  Sun’s 


Strike  Up  the  Bandwidth 

You  can  have  the  flashiest  and  most  information-rich  Web 
site  out  there,  but  it's  worthless  if  people  stop  visiting  because 
they're  sick  of  waiting  to  be  connected.  Congestion  on  the  Web 
is  causing  slow  and  unpredictable  access  and  many  dissatisfied  users. 

Companies  usually  try  to  solve  that  problem 
by  adding  faster  network  links,  which  is  ex¬ 
pensive  and  often  ineffective  during  times 
of  heavy  and  unexpected  traffic.  Internet 
users  with  high-speed  access 
(T1  line  or  faster)  exacerbate 
the  problem  by  impinging  on  or 
even  monopolizing  bandwidth. 
Packeteer  Inc.'s  PacketShaper  of¬ 
fers  companies  another  way  to  solve 
the  bandwidth  problem.  PacketShaper  is 
a  hardware/software  solution  that  en¬ 
ables  network  managers  or  webmas¬ 
ters  to  set  up  and  enforce  policies  on 
which  individuals  or  groups  of  users 
should  receive  access  and  bandwidth  priority.  That  hierarchical  ranking 
applies  to  both  inbound  traffic  (outside  users  accessing  corporate  Web 
sites)  and  outbound  (Web  browsing  by  corporate  intranet-connected 
users).  For  example,  a  manager  can  tell  PacketShaper  that  an  external 
business  partner's  visit  is  more  important  than  an  internal  employee's.  If 
both  the  customer  and  employee  log  on  at  the  same  time,  PacketShaper 
will  divert  bandwidth  from  the  network  to  the  partner  to  ensure  that  his 
experience  is  as  fast  as  his  system  allows.  The  employee,  on  the  other 
hand,  will  be  given  less  bandwidth  and  speed,  regardless  of  the  system 
he  is  using.  Bandwidth  allocation  policies  can  be  based  on  connection 
speed,  application  type  or  IP  address. 

PacketShaper  sits  on  the  network  access  link  between  the  access 
router  and  the  Web  server.  In  future  implementations,  the  software  will 
be  incorporated  directly  into  network  devices.  It  is  manageable  via  a 
standard  HTML  browser  and  is  supported  on  major  browser  platforms, 
including  Netscape  Navigator  and  Microsoft  Internet  Explorer.  A  two- 
level  password  security  system  prevents  unauthorized  access.  As  of  press 
time,  prices  were  not  yet  available.  For  more  information,  visit  www. 
packeteer.com  or  call  408  364-01 97. 

Converging  Technologies 

IF  you  have  ever  dreamed  about  integrating  voice,  data  and 
video  on  one  network,  thereby  saving  your  company  big  bucks  and 
saving  yourself  big  network  management  headaches,  then  you  prob¬ 
ably  know  that  technological  advances  are  rapidly  bringing  your  dream 
to  reality.  ATM,  a.k.a.  asynchronous  transfer  mode,  is  getting  more  afford¬ 
able  and  more  workable  every  day.  But  how  exactly  is  your  company  go¬ 
ing  to  move  from  data  networks  on  the  LAN  and  corporate  phone  net¬ 
works  on  the  PBX  to  the  new  world  of  ATM-based  switched  networks? 

San  Jose,  Calif.-based  Madge  Networks  Inc.  has  an  answer.  Called 
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Who  has  the  broadest  installed 
base  of  open-system  imaging  and 
workflow  software  in  the  world? 


exus 


“Plexus” 


I? 

m 


“Plexus” 


“Imaging  and  workflow  are 
too  important  for  my  business 
to  trust  anything  less” 

From  financial  services  to  insurance,  from  government  to 
telecommunications,  more  industries  around  the  globe  rely  on 
Plexus®  software. 

What  makes  our  tools  and  solutions  so  popular?  Our  customers 
will  tell  you,  it’s  our  industrial-strength  approach  to  imaging  and 
workflow  applications.  Our  time-tested  products  provide  the  bullet¬ 
proof  performance  that  Fortune  1000  organizations  demand  for 
business-critical  transactions. 

We’ve  been  pioneering  workflow  and  imaging  technology  for 
more  than  a  decade.  Our  broad  experience  with  industries  in  over 
40  countries  gives  us  a  unique  understanding  of  diversified  busi¬ 
ness  requirements.  So  we  can  help  you  put  our  solutions  to  work 
even  more  effectively. 

©1 996  BancTec,  Inc.  All  rights  reserved.  BancTec,  Plexus,  FloWare.  and  XDP  are  registered  trademarks 
of  BancTec  in  the  United  States  and  other  countries. 


Whether  you’re  looking  for  tools  like  our  Plexus  FloWare® 
product  line,  for  automated  workflow  procedures;  or  the  powerful 
document  imaging  functionality  of  our  XDP  products;  or  our  Health 
Care  line  of  turnkey  solutions — Plexus  gives  you  the  same  relia¬ 
bility  for  the  first  or  millionth  transaction  of  the  day.  For  complete 
solutions,  you  can  depend  on  our  sales,  support,  and  services,  and/or 
the  expertise  of  our  OEMs,  VARs,  and  systems  integrators. 

It’s  no  wonder  Plexus  is  the  answer  to  so  many  people’s 
business-critical  needs.  We’re  looking  forward  to  addressing 
yours.  For  more  information  about  our  family  of  products  and 
solutions,  call  or  e-mail  today. 

Tel:  1-800-999-5910  or  408-747-1210 
E-mail:  info@plx.com 
Web:  www.plx.com 
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Wright  says  the  early  adopters  of  the  universal  in¬ 
box  are  at  companies  predisposed  to  lean  on  tech¬ 
nology  for  productivity  gains.  “The  early  adopters 
of  messaging  are  in  the  upper  tier  of  the  Fortune 
500  that  are  already  invested  in  an  integrated  LAN 
environment,”  he  says.  “These  are  typically  heavy 
e-mail  and  heavy  voice-mail  cultures,  so  they  have 
history.”  Integrating  all  messages  on  the  computer 
desktop  allows  the  user  to  prioritize  messages  visu¬ 
ally,  dealing  with  each  in  the  order  of  its  importance 
rather  than  its  arrival. 

Costs  and  Benefits 

The  benefits  of  integrated  messaging  are  compelling 
to  a  growing  number  of  companies,  but  the  most 
enthusiastic  early  adopters  must  consider  a  number 
of  issues  before  making  a  decision. 

The  cost  of  upgrading  all  the  personal  comput¬ 
ers  in  the  organization  to  handle  the  requirements 
of  voice-message  retrieval  must  be  carefully  weighed 
against  the  anticipated  benefits.  In  addition  to  the 
purchase  price  of  new  hardware  and  software,  com¬ 
panies  must  be  ready  to  pay  for  supporting  this 
more  complex  environment  and  verifying  the  com¬ 
patibility  of  necessary  new  software. 

The  cost  of  the  new  corporate  telephone  switch 
or  PBX  also  must  be  factored  into  the  formula.  For 
many  companies,  that  issue  alone  will  limit  the  use 
of  integrated  messaging,  since  a  nondepreciated 
switch  represents  an  investment  that  no  CFO  will 
write  off  lightly. 

Directors  and  CIOs  who  worry  about  the  integri¬ 
ty  and  safety  of  corporate  information  may  be  con¬ 
cerned  about  the  security  and  reliability  of  integrated 
messaging.  Some  systems  require  that  all  message 
types  be  stored  on  a  single  server,  rendering  much 
of  the  organization’s  message  data  vulnerable. 

Finally,  the  impact  of  integrated  messaging  on 
the  culture  of  the  enterprise  can’t  be  ignored. 
Among  users,  increased  efficiency  in  messaging  may 
also  lead  to  a  greater  reliance  on  it,  which  could 
change  the  dynamics  of  personal  relationships. 
Among  the  technical  staff,  integrated  messaging 
will  require  telephony  and  IS  staffs  to  work  togeth¬ 
er  or  even  be  integrated  into  a  single  organization. 
Despite  the  caveats  to  users  and  still-developing 
state  of  the  technology,  users  will  press  IS  profes¬ 
sionals  to  provide  more  integrated  message  func¬ 
tions.  Schmidt’s  attitude  may  be  the  most  useful  in 
dealing  with  the  situation.  “I  think  it’s  exciting,” 
he  says.  “I’ve  been  looking  forward  to  it  for  a  while, 
and  I  think  it’s  about  time.”  HE! 


Curtis  F.  Franklin  Jr.  is  a  freelance  writer  and  direc¬ 
tor  of  Client/Server  Labs  in  Atlanta.  Fie  can  be 
reached  at  cfranklin@cslinc.com. 


MadgeOne,  it's  a  switched  network  architecture  designed  to  integrate 
data  and  real-time  applications  over  a  single  network  with  an  ATM  back¬ 
bone.  By  integrating  data,  desktop  videoconferencing  and  voice  telepho¬ 
ny  on  a  single  net¬ 
work,  companies  can 
preserve  their  invest¬ 
ments  in  existing  LAN 
technologies  while 
preparing  for  the 
brave  new  integrated 
world  of  the  future.  In 
fact,  according  to  a  recent 
white  paper  by  James  A.  Met- 
zler,  director  of  consulting  ser¬ 
vices  at  Strategic  Networks  Con¬ 
sulting  Inc.  in  Rockland,  Mass., 

MadgeOne's  integrated  approach 
can  reduce  the  capital  and  operational  costs  of  delivering  voice  services 
to  each  desktop  by  about  55  percent  annually,  compared  with  the  cost  of 
delivering  telephony  services  over  traditional  PBXs.  ATM  Access  Switch¬ 
ing,  ATM  Desktop  Solutions  and  ATM  Backbone  Switching  products  are 
already  available.  Madge  will  roll  out  additional  products  and  services 
such  as  network  management  extensions,  routing  services  and  legacy 
LAN  desktop  support  in  1997  and  1998.  And  partners  such  as  France 
Telecom,  Intel  Corp.,  Mitel  Corp.,  Novell  Inc.  and  PictureTel  Corp.  have 
signed  on  to  support  the  architecture.  Fora  copy  of  the  Strategic  Net¬ 
works  Consulting  study  or  for  more  information  about  MadgeOne,  visit 
www.madge.com  or  call  800  876-2343. 

Getting  Connected 

Computer  users  have  come  to  accept  that  most  applica¬ 
tions  don't  mix.  In  fact,  a  user  today  who  asks  why  you  can't  send 
data  from  a  legacy  database  to  a  CAD/CAM  application  to  a  word 
processing  document  might  even  be  considered  naive. 

So  it  won't  be  easy  for  the  people  at  newcomer  AnySoft  Inc.  to  con¬ 
vince  users  that  it's  possible  to  route  any  kind  of  digital  content  from  any 
source  to  any  destination.  That's  right — text,  graphics,  video  files  and 
tables  can  be  gathered  or  stored  regardless  of  their  origin  and  can  then 
be  sent  to  files,  open  or  closed  applications,  servers  or  e-mail.  Windows  in 
one  application  can  be  linked  permanently  to  windows  in  another.  Open 
one  window  and  you  instantly  get  a  view  of  the  other  or  receive  import¬ 
ed  data  from  it.  AnySoft  allows  live  links,  so  real-time  data  updates  made 
in  one  application  will  show  up  in  the  linked  application  automatically. 
The  most  immediate  payoff  for  users  is  the  ability  to  link  legacy 
data  easily  to  modern  desktop  applications. 

This  operating  system  technology  is  based  on  application  program¬ 
ming  interfaces  that  utilize  dynamic  link  libraries.  Available  now  for  Mi¬ 
crosoft  Corp.'s  Windows  3.x,  95  and  NT,  the  software  eventually  will  sup¬ 
port  Macintosh  OS,  OS/2  and  X  Windows.  For  more  information,  call 
AnySoft  in  Cambridge,  Mass.,  at  61 7  868-3397  or  visit  www.anysoft.com. 
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SYSTEM  SOFTWARE  ASSOCIATES,  INC. 


Distributed  Objects 

for  the  Enterprise 
BPCS  Client/Server 


Now  you  can  bring  the  power  of  distributed  object  technology  to  your  entire  industrial  sector 
enterprise.  BPCS  Client/Server'“  utilizes  SSA's  Distributed  Object  Computing  Architecture 
(DOCA€)  to  provide  your  organization  the  technical  benefits  of  distributed  object  technology 
in  your  enterprise  environment. 

This  proven  object  technology  underlies  BPCS  Client/Server-  the  most  robust  and 
powerful  application  functionality  available  for  industrial  sector  enterprise-wide  systems. 

Now  you  can  effectively  integrate  supply  chain  management,  multi-mode  manufacturing, 
electronic  commerce,  Internet,  and  global  configurable  financial  applications  in  a  distributed 
[environment  across  your  total  enterprise. 

SSA's  DOCA  is  CORBA  conformant,  ensuring  that  SSA's  software  operates  in  compliance  with 
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SSA  Inc.  500  West  Madison 
Chicago,  Illinois  60661  USA 
Telephone:  1 -800-SSA-BPCS,  x  27 
FAX:  312/474-7500 
http://www.ssax.com 


the  Object  Management 
Croup's  standards. 
Interoperability  with  other 
CORBA  conformant  object 
applications  is  assured.  The 
flexibility  and  configurability  of 
a  message  based  architecture  is 
inherent  in  BPCS  Client/Server. 

SSA's  distributed  object  tool 
set-  Object  Development 
Workbench  (ODW)-  builds 
robust,  state-of-the-art 
Client/Server  applications. 

BPCS  Client/Server  includes 
drag  and  drop,  embedded 
objects,  and  other  third 
generation  client/server  user 
interface  functions. 

SSA  is  the  world's  largest 
object  technology  company, 
with  53  full  service  offices 
worldwide,  and  industry 
leading  technology. 

Shouldn't  we  be  talking? 

DISTRIBUTED  OBJECT 
COMPUTING  ARCHITECTURE 
FOR  THE  TOTAL  ENTERPRISE 

©  1997  System  Software  Associates,  Inc. 

BPCS  is  a  trademark  of  SSA. 
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PRODUCTS  AND  SERVICES  FROM  CIO  COMMUNICATIONS 

IN  FUTURE  ISSUES 

On  the  Road 

The  first  in  a  series  of  articles  takes  us  to  the  emerging  market  of  South  America, 
where  a  history  of  political,  social  and  economic  upheaval  has  presented  CIOs  with 
special  challenges. 

Software  Reuse 

Component-based  development  and  reuse,  a  fundamental  practice  in  any  mature 
engineering  enterprise,  is  becoming  more  acceptable  in  IT  shops.  CIO  will  show 
you  ways  to  incorporate  software  reuse  into  your  department’s  culture. 


BUSINESS  ON  THE  INTERNET 

WebMaster  Magazine 

CIO' s  sister  publication  explores  the  business-to-business  issues  of  the  Web  and 
reports  from  the  front  lines  of  Internet  business  application.  View  the  online  version 
or  subscribe  at  www.web-master.com.  For  more  information,  call  800  788-4605. 

EXECUTIVE  PROGRAMS 

Leading  the  Charge  in  Turbulent  Environments 

March  23-26,  1997  •  Sheraton  San  Diego  Hotel  &  Marina  •  San  Diego 
A  change  agent  does  more  than  decide  on  a  company’s  new  architecture.  IS  execu¬ 
tives  must  examine  the  difference  between  leading  and  managing  strategic  change. 
This  conference  will  examine  IS’s  role  in  change  leadership  and  execution. 

Contact  CIO  at  800  366-0246  or  www.cio.com/conferences. 

A  Tale  of  Two  Webs 

May  18-21,  1997  •  Doral  Golf  Resort  &  Spa  •  Miami 

To  make  the  most  of  the  Web  as  a  business  medium,  executives  must  exploit  the  op¬ 
portunities  offered  by  both  the  Internet  and  their  intranet.  Experts  and  practition¬ 
ers  will  discuss  development  strategies  and  business  plans  to  help  participants  opti¬ 
mize  internal  and  external  Web  initiatives. 

Contact  WebMaster  at  800  355-0246  or  www.web-master.com. 


CIO  RESEARCH  RESULTS 


EXECUTIVE  TURNOVER  SURVEY 

Our  survey  of  more  than  500  human  resources  executives  shows  that  CIO  tenure  is  higher  than 
most  people  believe — 6.8  years.  The  survey  compares  IS  executive  tenure  with  that  of  senior 
executives  in  finance,  HR,  sales  and  manufacturing. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 

TRENDS  AND  PRACTICES  IN  MANAGING  I.T.  STANDARDS 

This  study  evaluates  management  trends,  leading  practice  usage  and  effectiveness,  and  the 
scope  and  effectiveness  of  setting  standards. 

PRICE:  $795  Contact:  Diane  Martin  at  508  935-4274  or  dmartin@cio.com 

1996  CIO  EXECUTIVE  COMPENSATION  SURVEY 

Based  on  the  responses  of  1 ,000  IS  executives,  this  survey  looks  at  compensation  as  it  relates  to 
years  of  experience,  budget,  age,  gender,  company  size  and  education. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 


cio.com 

http://www.cio.com 


Web  Central 

www.cio.com/WebMaster/ 

lm_frontpage.html 

The  executive's  starting  point 
for  accessing  relevant  IS 
resources  on  the  Web 
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Today’s  enterprise  networks  are  such  a  com¬ 
plex  maze  of  disparate  parts  that  it  can  be  diffi¬ 
cult  to  keep  the  system  running,  let  alone  stay 
focused  on  the  big  picture.  Wouldn’t  it  be  great  to 
have  a  flexible,  seamless  solution  that  ensures  what 
you  buy  today  works  with  what  you’ll  require 
tomorrow? 

Enter  Cabletron.  We  help  you  see  the  finished 
picture  before  another  piece  goes  into  place. 

We  believe  in  compatible  migration  for  the  life 
of  your  network,  protecting  investments  even  in 
the  face  of  ever-changing  business  demands.  Our 
vision  remains  sharp  through  the  industry’s 
strongest  investment  in  R&D  combined  with 
select  technology  acquisitions  that  sensibly  and 
seamlessly  mesh  with  our  product  strategy.  Were 
with  you  from  the  desktop  to  the  data  center,  out 
to  the  wide  area/ remote  access  environment 
(ISDN,  frame  relay,  ATM)  and  across  the  full 
spectrum  of  enterprise  management  software. 
And  it’s  all  backed  by  our  legendary  commitment 
to  service  and  support,  ensuring  picture-perfect 
assistance— now  and  for  the  long  run. 

So  whether  you’re  laying  out  your  company’s 
strategic  network  puzzle  or  just  piecing  together 
this  year’s  bandwidth  needs,  Cabletron  truly  does 
offer  a  simpler  way  to  work. 

For  more  information  on  how  we  can 
help  simplify  your  view  of  networking,  call 
603-337-0930  or  visit  us  on  the  Web  at 
www.cabletron.com. 

caBLeTRon 

_ SYSTems 


The  Complete  Networking  Solution™ 


Working  Smart 

MAXIMIZING  THE  PAYOFF  FROM  INFORMATION  TECHNOLOGY 


UCH  OF  THE  impetus  to  re¬ 
invent  government  comes 
from  the  desire  to  eliminate 
the  waste  and  fraud  that 
have  become  an  ingrained — and  expen¬ 
sive — aspect  of  many  publicly  funded 
programs.  When  Texas  Comptroller  John 
Sharp  set  out  to  reform  the  state’s  welfare 
program  in  1991,  he  proposed  im¬ 
plementing  an  electronic  benefits 
transfer  (EBT)  system  for  recipients 
of  Aid  to  Families  with  Dependent 
Children  (AFDC).  The  system 
would  replace  food  stamps  and 
AFDC  checks  with  debit  cards  as 
well  as  dispense  small  amounts  of 
cash  to  AFDC  recipients.  Known 
as  the  Fone  Star  System,  Sharp’s 
brainchild  has  been  operating 
statewide  since  November  1995. 

As  a  result  of  going  electronic, 
the  state  of  Texas  and  the  feder¬ 
al  government  have  saved  mil¬ 
lions  of  dollars  and  taken  a  big 
bite  out  of  fraud. 

Sharp  proposed  to  the  Texas 
legislature  the  ambitious  plan 
of  revamping  the  food  stamp 
system  administered  by  the 
Texas  Department  of  Human  Services  in 
Austin.  As  in  many  other  states,  food 
stamps  in  Texas  often  were  used  fraudu¬ 
lently.  Two  of  the  most  common  meth¬ 
ods  of  abusing  the  system  included  steal¬ 
ing  food  stamp  coupons  from  the  mail 
and  spending  the  change  received  from 
grocery  purchases  on  unauthorized  items 
such  as  cigarettes  and  beer.  Sharp 
believed  an  electronic  system  would 
reduce  the  fraud  and  waste  inherent  in 
the  paper-based  system  as  well  as  elimi¬ 
nate  much  of  the  associated  paperwork 
and  bookkeeping  requirements. 

In  1 992,  Sharp  submitted  plans  for  the 
EBT  system  to  the  federal  government. 
By  1 994,  Texas  received  approval  for  the 
project  and  awarded  a  contract  to 
Transactive  Corp.,  a  third-party  service 
provider  in  Austin.  Transactive’s  mission 
was  to  design,  implement,  install  and 


Texas's  Electronic 
Benefits 
Transfer  System 


administer  the  project,  with  help  from 
the  Texas  Department  of  Human 
Services.  In  September  1994,  a  pilot  proj¬ 
ect  began  with  600  retailers  and  16,000 
recipients.  The  system  was  then  phased 
in  statewide  on  a  region-by-region  basis. 

Instead  of  being  issued  food  stamp 
coupons  or  checks,  eligible  AFDC  and 
food  stamp  recipients  now  get  a  plastic 
debit  card  called  the  Fone  Star  card  and 
a  four-digit  personal  identification  num¬ 
ber.  Cardholders  can  draw  food  stamp 
benefits  at  supermarkets,  pharmacies 
and  other  retail  outlets  as  well  as  small 
amounts  of  AFDC  cash  benefits  from 
automated  teller  machines.  At  checkout 
counters,  cardholders  swipe  their  Fone 
Star  cards  into  point-of-sale  scanners 
(provided  free  to  retailers)  that  record 
their  purchases.  Each  cardholder’s 


account  balance  is  maintained  in  the 
state’s  computer  system  and  is  automat¬ 
ically  debited  when  purchases  or  with¬ 
drawals  are  made.  The  Fone  Star  System 
ensures  that  no  cash  ever  changes  hands 
during  a  grocery  purchase. 

For  recipients,  presenting  a  plastic 
card  at  the  checkout  counter  goes  a  long 
way  toward  removing  the  stigma  associ¬ 
ated  with  receiving  welfare 
benefits.  Since  the  system  was 
implemented  statewide,  16,000 
retailers  have  processed  150 
million  transactions  through 
Fone  Star.  The  Fone  Star  card 
will  save  the  federal  government 
$79  million  over  seven  years  by 
doing  away  with  the  costs  of 
mailing  and  processing  the  old 
paper  coupons  to  Texas’s  2.4 
million  food  stamp  recipients. 
And  the  system  has  clear  benefits 
when  it  comes  to  reducing  fraud. 
For  example,  Houston  police 
used  the  electronic  records  creat¬ 
ed  by  the  system  to  shut  down  a 
$1  million  food  stamp  fraud  ring. 
The  electronic  benefits  transfer  sys¬ 
tem  also  had  increased  grocery 
sales  at  selected  individual  retailers 
by  an  average  of  10  percent,  which 
Sharp  says  is  anecdotal  evidence  that 
cardholders  were  spending  less  money  on 
unauthorized  goods.  In  addition  to 
increased  food  sales,  benefits  reported  by 
participating  grocery  retailers  include 
reduced  administrative  costs  and  im¬ 
proved  service  to  their  customers  thanks 
to  quicker  checkout  lines. 

“Clearly,  the  Fone  Star  card  has  ben¬ 
efited  retailers  and  the  families  who 
depend  on  food  stamp  benefits  to  feed 
their  children,”  says  Sharp.  “However, 
the  folks  who  have  benefited  the  most 
from  the  elimination  of  paper  food  cou¬ 
pons  are  taxpayers.” 

Paula  Jacobs  is  a  consultant  and  writer 
based  in  Framingham,  Mass.  She  can  be 
reached  at  pjacobs@world.std.com. 
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Vital  Statistics: 
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As  a  business  leader  ,  you're 

accustomed  to  anticipating  and  preparing  for 

the  future.  You're  well  aware  of  the  "year2000 

problem,"  and  you're  looking  into  ways  to  solve 

it.  That's  why  you  should  know  about  Trans2000. 
•  • 

Unlike  first-generation  compliance  tools  with 
date  conversion  programs  that  were  either 
unreliable  or  limited,  Trans2000  is  an  integrated 
year2000  compliance  system  that  determines 
the  extent  of  your  conversion  needs,  develops 
an  implementation  plan,  and  performs  the 
necessary  changes.  And,  unlike  other  solutions, 
Trans2000  is  a  tested,  new-generation  compli¬ 
ance  system  that  efficiently  and  effectively  meets 
the  challenge  of  the  millennium.  Your  Trans2000 
suite  includes: 


>  Encompass2000.  Creates  and  analyzes 
inventory;  determines  cost  of  conversion; 
plans  and  directs  conversion. 

Plan 2 000.  Prioritizes  systems  to  be 
converted;  plans  conversion  sequence; 
defines  bridge  points. 

Project2000.  Monitors  and  controls  all 
conversion  activities;  confirms  formats;  reports 
progress. 

Convert2000.  Converts  source  code,  JCL, 
PROCS,  and  SORT  and  IDCAMS  control  cards. 

File 2 000.  Converts  and  compares  data 
files;  performs  physical  and  dynamic  file 
bridging;  quickly  and  easily  validates  changes. 


Trans2000.  The  best  way 
to  turn  2000  to  your  advantage. 

Contact  your  Systems  Integrator  or  Transition  Software  to  find  out  how. 
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Transition  Software  . 

•  .  corp 


Tel:  (610)  337-2500  Fax:  (610)  337-7110  g; 
e-mail:  info@transition-software.com  www.transition-software.com 


Galileo  combined 
data  with  new  technology, 
drew  conclusions  from 
careful  observation  and 
informed  others  of  his 
astounding  findings. 

When  Galileo  first 
peered  through  a  telescope, 
he  saw  something  that 
would  radically  alter 
man's  view  of 

the  cosmos  —  evidence 
that  the  earth  was  not  the 


HOW  CAN  LOOKING  THROUGH  A  TELESCOPE 
MAKE  THINGS  SMALLER  THAN  THEY  APPEAR? 


Privacy  assured 


center  of  the  universe.  The 
data  showed  the  earth  to 
revolve  around  the  sun. 

At  Acxiom,  we've  built 
a  multi-national  company 
on  the  powerful  premise 
that  valid  data  in  the  right 
hands  at  the  right  time  can 
have  a  powerful  effect  on 
your  world. 

Through  Acxiom's 
integration,  management  and 


split-second  delivery  of  data  to  companies 
across  America,  we  are  helping  our 
customers  turn  information  into  profits 
and  providing  data  warehousing  and 
business  decision  support  for  the  most 
complex  marketing  challenges. 

As  the  leading  provider  of 
data  and  information  services, 

Acxiom  can  help  you  enhance  your 
universe  and  explore  it  better. 

Build  on  your  knowledge 
with  Acxiom.  It's  how  you  know. 


AgCIOM 

HOW  YOU  KNOW 

-888-3ACXI0M  •  WWW:  http://www.acxiom.com 


Continued  from  f 


So  although  only  14%  of  current  CIOs  have  been  on  t 
job  as  CIOs  for  more  than  five  years,  40%  of  IT  vice  p 
dents  and  35%  of  IT  managers  and  directors  -  individ 
who  frequently  serve  as  the  chief  IT  decision-maken 
have  been  in  their  positions  for  more  than  five  years. 

High-technology  companies  that  market  to  the  edi 
tion,  medical  and  legal-services  industries  need  to  be 
most  relationship  minded:  In  those  industries,  CIOs 
departed  after  an  average  tenure  of  7.8  years.  CIOs  i 
the  wholesale  and  retail  trade,  utilities  and  manufacti 
ing  industries  registered  an  average  longevity  of  abo 
seven  years.  Finance,  real  estate  and  insurance  IT  e: 
utives  had  job  tenures  of  5.5  years. 


Buying  Clout 

Along  with  the  CIOs’  longevity  has  come  increased  bi 
ing  clout.  Businesses  are  tunneling  more  money  than 
ever  into  the  IT  budget.  CIO  Magazine’s  1996  Reader 
file  Study  shows  the  average  1997  IT  budget  pegged  a 
$26.9  million,  up  from  $21.2  million  in  1994  (See  chart 
low.  For  more  information,  please  contact  Bridget  Ca: 
marata  at  508/935-4035.).  These  fatter  budgets  are  fir 
ing  greater  global  connectivity  and  increased  IT  staffii 


The  Position  and  Clout  of  the 
CIO  Continues  to  Grow 
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IT  Budget 

Company  Revenues 
Number  of  Employees 
Number  of  IT  Employees  jj 
Number  of  IT  Locations  ^ 


$26.9  Million 


$3.3  Billion 


$2.7  Billii 
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Averages  from  CIO  Reader  Profile  Studies,  MRI,  1994  and  1996 
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PO  BOX  9208 

FRAMINGHAM,  MA  01701-9486 
ATTN:  KAREN  FOGERTY 


Rap  With  Us 


...and  Earn  a  Chance  to  Win  An  All 
Expense  Paid  Trip  for  Two  to  the 
WebMaster  Perspectives  Conference 
of  Your  Choice  -  Miami  in  May  or 
San  Diego  in  December. 


1 )  Please  rate  the  following  on  a  1  to  5  scale,  where  5  is  highly 
agree  and  1  is  highly  disagree.  The  CIO  WRAPSHEET: 

[  ]  Helps  me  do  my  job  better 

[  ]  Stimulates  new  ideas  that  can  be  incorporated  into  my/ my 

client's  advertising/media  strategy 
[  ]  Provides  useful  examples  of  CIO  Communications'  marketing 

solutions  and  partnership  programs 

2)  Which  articles  are  most  useful? 


3)  Which  articles  are  least  useful? 


Name 


Company 

Phone 

Email 

To  be  eligible  to  win  the  trip  to  WebMaster 
Perspectives,  we  must  receive  this  card  by 
February  28th,  1997. 


CIO  Communications,  Inc. 


WebMaster  Perspectives  Conference 


What's  N  EW: 

CIO  Communications,  Inc. 


The  1997  Spring  Web¬ 
Master  Perspectives  con¬ 
ference  will  be  held  at  the 
Doral  Golf  and  Spa  Resort 
in  Miami,  Florida,  May  18 
to  21  and  will  feature  Geof¬ 
frey  Moore,  noted  author 
of  Crossing  the  Chasm,  as 
conference  moderator. 

The  conference’s  theme  is 
‘A  Tale  of  Two  Webs:  Mak¬ 
ing  Your  Intranet  and  the 
Internet  Pay  Off.’  Among 
the  featured  speakers  is 
Lori  Fina,  executive  direc¬ 
tor  of' The  Electronic  Fron¬ 
tier  Foundation.  This  fo¬ 
rum  is  an  excellent  way  to 
reach  top-level  IT  and  busi¬ 
ness  executives  with  your 
marketing  message. 

For  more  information 
on  available  sponsorships, 
please  contact  your  local 
sales  representative  or 
Lynda  Rosenthal  at 
508/935-4273.  * 


WebMaster  Debuts  Two 
Online  Feature  Forums 

WebMaster  is  featuring 
two  online  discussion  fo¬ 
rums,  including  ‘Electron¬ 
ic  Commerce,’  which  be¬ 
gan  in  January,  and  Web 
ROI,’  which  will  begin  on 
April  14.  For  more  infor¬ 
mation  on  online  market¬ 
ing  opportunities  for  the 
‘Online  Feature  Forum’  in¬ 
troduction  page,  please 
contact  Lisa  Brown  at 
508/935-4470  or 
lbrown@cio.com.  * 

New  WebMaster  Budget 
Survey  Available 

With  average  IT  budgets  of 
$14  million,  average  Web 
budgets  of  $2  million,  and 
enterprise  purchase  au¬ 
thority,  WebMaster  readers 
are  a  prime  target  for  your 
advertising  message. 

For  more  WebMaster 
demographic  and  budget 
information,  please  contact 
your  regional  sales  repre¬ 
sentative  or  Bridget  Cam- 
marata  at  508/935-4035.  * 


CIO  Editorial  Calendar 


Apr  1  Feb  21  |  An  Outsourcing  Buyers'  Guide 

Apr  15  Mar  7  |  CIOs  &  Webmasters:  Godzilla  Meets  Mothra 

May  1  Mar  25  |  Making  the  Numbers:  Budgeting  for  IT 

May  15  April  8  |  Models  of  IT  Governance _ 

June  1  April  23  j  Blue-Ribbon  Data  Mining _ 

June  15  May  7  I  E-Commerce  Update 


WebMaster  Editorial  Calendar 


Apr 

Mar  12 

|  Web  ROI 

May 

Apr  11 

|  Integrating  Your  Internet  and  Intranet 

June 

May  12 

|  Field  Report:  Data  Mining 

July 

June  11 

|  Special  Issue:  The  Web  Infrastructure 

Aug 

July  15 

|  Special  Issue:  WebMaster  50/50  Awards 

Sept 

Aug  11 

|  Schooling  on  the  Internet 
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